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SCHUYLER G. HARRISON of 
Harrison Brothers, with stores in 
East Orange, Montclair and Morris- 
town, New Jersey, tells us: 





“Rarely in an industry is there 
a situation which calls for such 
drastic correction as confronts the 
shoe business at the present time. 
And not once in a decade does such 
a condition call forth so direct, so 
forceful, and so courageous an edi- 
torial as that in your March 11th 
issue — ‘OPEN TOE — STRANGE 
SYMBOL OF THE TIMES.’ 

“There are many people who will 
not like this editorial. They are 
the ones who are making a tem- 
porary profit from the extreme 
change in patterns and lasts. For 
a journal in the trade to take excep- 
tion to the major trend in that trade 
does indeed take courage. But who 
are they who will take exception? 
Certainly not those who have the 
long range success of the industries 
at heart. Many who have followed 
this strange mode have already seen 


the error, and are turning their 
faces back toward an_ intelligent 
style program, which will win and 
hold the public confidence. Those 
who persist, will be the ones who 
are profiting in some way from the 
extreme trend in pattern and last. 
Let us not be led by them, for 
through their own blindness, or 
selfishness, they are selling the shoe 
industry ‘down the river.’ ” 


WILLIAM G. HAMILTON, who 
specializes in the foreign market 
selling of Skinner’s Satin, is in high 
glee over an order received from 
Shanghai, China, for black shoe 
satin. When shipped to China, 
goods have to be marked: “Made 
in the U.S. A.” He finds encourag- 





ing interest in exports to thirty- 
three countries calling for shoe 
satin, which seems to be a com- 
modity best prepared for its shoe 
purpose in America. 


(11) 


PERCY E. HART, who sells 
American quality shoes in the Brit- 
ish Isles and is shortly to cross over 
again for an extended selling cam- 
paign, has been endeavoring to 
trace the flood of American clear- 
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ance, rejects and bankrupt stocks of 
shoes flowing into England, labeled 
as having been worn by the movie 
stars in Hollywood. In the case of 
the worn shoes sold abroad, each 
pair is supposed to transmit the 
personality of the screen star to the 
gullible girl living an evening life 
of screen romance. 

This one fact has been authenti- 
cated—stars buy their own shoes 
and stockings, unless something 
special is ordered, as in a costume 
or historical play. All modern 
types of shoes are kept in the stars’ 
wardrobe. Shoe manufacturers 
don’t supply shoes to studios gratis, 
except in the case of a commercial 
tie-up, then only to the person who 
is being featured by the advertiser. 

Evidently London is subject to 





the same misrepresentation that 
prevails in our own cancellation 
shops. A sense of proportion should 
make people here and abroad aware 
of the fact that movie star shoes or 
cancellation shoes would be so few 
in number that for entire store 
stocks to carry those labels would 
be a commercial impossibility. It 
does seem a pity to spoil a growing 
market for American footwear in 
England by a dumpage of clearance 
stocks into that stream of trade. 


VETERAN retail shoe salesman of 
the nation is James Arnold. He 
celebrated his seventy-seventh birth- 
day recently and records sixty-two 
years at the fitting stool. Follow- 
ing the celebration, attended by 
children, grandchildren and one 
great-grandchild, he reported, as 
usual, at the Boyce & Lewis store in 
Washington, saying: “I’m going to 
stay at the fitting stool as long as 
I can lace a shoe.” 


In the days when women wore 20 
buttons on their shoes and men 
boasted high-heeled boots for dress, 
James Arnold learned not to be too 
embarrassed when he had to lift 
women’s skirts to try on shoes, 
though “it relieved me a lot” when 
fashion cut skirt lengths, he said. 

Mr. Arnold attributed the revo- 
lution in women’s shoe styles to the 
shortening of the skirts. Women 
looked silly with high - buttoned 
shoes and short skirts—and they 
don’t like to look silly, so the shoes 
were cut off too. 

Among the many things Mr. Ar- 
nold has had to learn, patience is 
of major importance. Sometimes a 
customer tries on 15 pairs of shoes 
before she buys, and sometimes she 
doesn’t buy. On the other hand, 
there are those who pop in for a 
pair of shoes and pop out again 
five minutes later with a shoe box 
tucked under their arm. 
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HOPE SPRINGS ETERNAL 
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—There's an old Danish proverb to 
the effect that “things never go 
so well that one should have no 
fear, and never so ill that one 
should have no hope.” 

—With human nature such as it is, 
it's a safe bet we'll always have 
our full share of hopes and fears. 

—tIn so-called normal times, the 
“hopes” have it— 

—But when three-quarters of the 
world is in a social, economic and 
political ravel, it's only natural 
that the “fears” should prevail. 

—Amazing, though, isn't it—how 
we can stand up under such a 
crashing barrage of "crises" and 
still maintain a fair degree of in- 
dustrial balance. 

—Like the old lady who for so many 
years “enjoyed ill health,” we 
seem to sprout new hopes under 
most adverse conditions. 


Se a 
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MIRS. BETTY GREEN, fashion 
editor of the Parent’s Magazine, 
said at the Children’s Style Com- 
mittee Meeting: 

“The children’s shoe situation is 
undergoing a metamorphosis that is 
more apparent to those in affiliated 


JUS LIKE MUMMSYS 
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fashion industries than to those who 
specialize in shoes. You who sleep, 
eat and think shoes do not give as 
much significance to the individual 
fashion developments in your field 
as do those who must be headline 
hunters in every field in order to 
get a birdseye view of fashion as a 
whole. When you read about a 
novel sports shoe that has been 





copied down from women’s sizes to 
children or about unusual colors 
that are advanced for children as a 
high style, limited novelty, you, 
being of a practical turn of mind, 
are liable to dismiss it as “Very in- 
teresting—but nothing to stock in 
sizes for real volume selling.’ 

“My best proof that yesterday’s 
high style novelties become today’s 
accepted favorites is the swift 
growth of the sports shoe in the 
children’s field, following the em- 
phasis upon specialized sports shoes 
in the women’s field. Saddle ox- 
fords, wedge heel novelties, Dutch 
sabots and all variations of the 
bulky footwear that have given the 
women’s shoe department a new 
and profitable ‘specialized’ shoe 
classification are stimulating the 
children’s shoe business now. One 
retailer tells me that he is planning 
to do at least 60% of his Fall busi- 
ness on sports types and is already 
working on new ideas adapted from 
both the men’s and women’s sports 
shoe field. This retailer isn’t wait- 
ing for the consumer demand—he 
is anticipating it.” 


BBELLE KANTOR, fashion ob- 
server at Universal Studios, Holly- 
wood, says about shoes: 

“Two decades ago women’s shoes 
were foot coverings in the real 
sense of the word. There was no 
nonsense about them. They were 
made of stout leather all over, with 
substantial soles and really covered 
the feet and frequently part of the 
leg. 

“Today a peep into any girl's 
shoe closet would convey the idea 
that she was a centipede and that 
shoe designers were literally mad- 
men. Shoes nowadays cover a 
range of just about any fabric or 
material one can name and every 
color of the rainbow. They are 
backless, toeless, shankless and 
strapless. In other words they are 
not even shoes in the old acceptance 
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of the term. Before long some de- 
signing genius will doubtless evolve 


one which is soleless as well.” 


eWERRY RICKARD, who is doing 
one swell job for the newly opened 
I. Magnin “Ranleigh” shoe depart- 
ment, one of Los Angeles newest 
and smartest women’s shops, tells 








“In this day and age, a shoe 
buyer must have a very open mind. 
He must play anything that is smart 
—no matter how crazy it looks to 
him, as he cannot tell what out- 
landish thing will be a sensational 
seller. 

“We sometimes stand in amaze- 
ment, thinking to ourselves: ‘Can 
this possibly sell?’ for there is no 
way of figuring out in advance or 
making sense out of what our pa- 
trons will buy in volume. Anyhow, 
they are our bosses. If they want 
hopped up styles, it’s our job to 
give it to them. Ours is the popu- 
lar-priced shoe department of the 
store, so perhaps the public ex- 
pects higher styles in our grades 
($8.95 and $10.95) than they do 
in the better grade first-floor sec- 
tion. Meshes were very popular in 
pre-Easter selling. A spread of 
16 different numbers, all at one 
price of $8.95, made many extra 
pair sales. Next in importance is 
the ‘Dutch’ heel models and how 
our debutante trade is taking to 


them.” 
. * * 


A DINNER in honor of Max L. 
Friedman, president of the Dia- 
mond Shoe Company, recognizing 
his business and communal accom- 
plishments, was tendered by the 
Boot and Shoe Division of the 
United Jewish Appeal for Refugees 
and Overseas Needs at the Hotel 
New Yorker. Murray M. Rosen- 
berg acted as chairman of the din- 
ner committee. 

In addition to Mr. Rosenberg, 
others on the divisiofi’s executive 
committee in charge of the testi- 


monial were: Eugene Davidowitz, 
Diamond Shoe Co.; Leonard Fried- 
man, B. Friedman Shoe Co.; Robert 
Geller; Manuel Gerton, Saks-Fifth 
Avenue; Ben Kellner, Kitty Kelly; 
Maurice Miller, I Miller & Sons, 
Inc.; Samuel A. Schneider, Crescent 
Shoe Co.; Benjamin Schwartz, 
Schwartz & Benjamin; Joseph Sie- 
gel, Siegel and Fried; and Stanley 
Weiss, Hearn’s Shoe Department. 


FRANK ENGEL, president of the 
Little Falls Felt Shoe Company, Lit- 
tle Falls, New York, celebrated his 
seventy-second birthday in Florida 
and enjoyed one tribute above all 
others . . . the collection of ninety 
birthday cards, sent by young ladies 
in his employ at Little Falls. On 
his return to New York, we had the 
pleasure of a visit; and gleaned this 
piece of philosophy: 

“A buyer should never be a buyer 
until he has been a salesman.” And 
“In the last analysis, the goods must 
speak for themselves.” In a further 
discussion of things economic, he 
said: “Everything is labor. Every 
cost in the shoe can be traced back 
through the work stream to the 
farmer or producer whose labor in 
the fields made possible the prod- 
uct. There is too much conversa- 
tion along the lines of separating 
capital and labor, as if they were 
two things. They are actually only 
one. The labor of the head and 


hands goes into everything from the 
source to the final satisfaction of 
the product to the ultimate user.” 
. 7 . 

MIARK O'DEA at 400 Madison 
Avenue, New York City, writes a 
vocational guide, entitled: “AD- 
VERTISING AS A CAREER.” It’s 
a swell piece of work and some of 
the best pages are: “How Can | 
Make People Buy?” “What Is 
Consumer Demand?” “Must | 
Have Selling Experience?” You 
can get a copy if you will send him 
twenty-eight cents to pay for the 
multigraphing and postage. He, 
by the way, is the O’Dea of O'Dea, 
Sheldon & Canaday. 

As a point of definition, he asks 
some of today’s advertising leaders 
to define advertising—and we cull 
three: 

“Advertising in its essence is sim- 
ply telling a great many people 
about something in the quickest 
possible time at the lowest possible 
cost.” Roy S. Durstine, president, 
Batten, Barton, Durstine & Osborn. 

“Advertising is the most econom- 
ical means of reaching people with 
a message regarding a product or 
service.” Lee H. Bristol, vice- 
president, Bristol-Myers Company. 


“Advertising is an economical 
substitute for a personal sales talk 
to a consumer.” Richard Compton, 


president, Compton Advertising, 


Inc. 








"H's the first time | ever felt | could afford sport shoes.” 
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Up the Avenues of New York 
With the Easter Parade 


Sy RUTH HARRINGTON 


CONFIRMING 


the Popular Importance of Patent 
Leather in Toeless, Heeless Sling 
Pumps 


POINTING 


te a New Note—Extremely [Dull, 
Mat Finished Leathers Worn *by 
a Smart Minority 


GIVING 
Biack first place, Biue next, 
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Opposite: 

Now a tradition of a New York Easter, the 

W.O.R. Tally-ho made its colorful way to stand 

before the Waldorf. The hundred and twenty- 

five year old coach—once used in the Liverpool- 

London run—was filled with well-known theatri- 
cal figures. 


EEASTER in New York ran true to form. It kept us 
guessing about whether Spring clothes would be worn 
or this story ever written! At an early hour it was rain- 
ing a wet sleet. By ten o’clock the sun was a blaze of 
glory and Fifth Avenue was raining veils—pink, blue, 
white and lime yellow! From the top of a bus, all mid- 
town looked as if a giant confetti bag had burst and 
covered the city with a pastel snowstorm of be-veiled 
and be-flowered hats. Fur coats were in order against 
a violent wind, but new hats and new shoes had their 
day . . . and a brilliant one! 

In shoes the expected happened. Patent later was /¢ 
without a question. And the sling pump, open toe and 
open heel, was its best expression. We never remember 
a time when the fashion choice in shoes was quite so 
unanimous. 

Most of these sling pumps were perforated and cut- 
out with an amazing ingenuity shown in their design- 
ing. Even though its basic lines were the same, the shoe 
of the year, it seems, can show plenty of variety. 

Some of the sling pumps were plain patent leather, 
completely innocent of any trimming whatsoever. There 
were a number of lattice patterns represented. Spat 
shoe silhouettes made their appearance although not in 
startling numbers. The flattery of the lower line was 
definitely preferred. Of the platform shoes noted, the 
favorite was black patent with gold nailhead trim. 


NEW YORK’S Easter parade almost always has a shoe 
surprise. It didn’t fail us this year. The surprise was 
the exact opposite to the gleam of patent leather . . . 
a number of dull, mat-finished leather shoes worn by 
some of the smartest women seen. Shoes without a trace 
of shine—completely lusterless . . . as if their wearers 
had deliberately swung to the opposite end of the pen- 
dulum. Whether this is significant of a trend or only a 
limited high fashion idea remains to be seen, but cer- 
tainly these extremely dull shoes were very interesting 
by contrast and very soft, rich and flattering to the 
foot. Most of the ones noted were in black; a few in 
navy blue. 

Black patent made black the first in shoe color, worn 
with costumes in all colors, particularly interesting, we 


Mr. nt iS ae Goes 


noted, with the new navy green. Fabric combinations 
were also at their best in black. Then came blue shoes 
in smooth leathers. Both navy blues and a good repre- 
sentation of the brighter blues. Reptiles scored in 
black, blue, wines and browns. 


THE preferred high color was wine. On Fifth Avenue 
(the mob scene) wine was seconded by rust shades. 
On Park Avenue (where you get a clearer fashion pic- 
ture) there were only a few rust shoes worn. The rea- 
son for this was obvious. Easter is the day for formal 
costumes. Formal costumes, this year, mean pastel and 
“off” colors in hats and accessories! Wine is the 
novelty color that seems to fit in best with this formal 
color range. In fact, it is very interesting to see how 
beautifully a wine shoe does fit in with the new color 
picture. 

Enough medium brown (not tan but really brown) 
shoes were worn (new and smart ones) to prove that 
the brown shoe has a place in the picture, not just as 
an also ran but as a significant fashion. A leaning 

[TURN TO PAGE 55, PLEASE] 























@PERATING under a handicap of unfavorable weather 
conditions that in many sections of the country proved 
most disheartening, retail shoe merchants were never- 
theless able to chalk up fair gains for the fortnight pre- 
ceding Easter, as compared with the two weeks that 
preceded the festival a year ago, notwithstanding the 
fact that Easter this year came two weeks earlier by the 
calendar. Such is the conclusion to be drawn from 
telegraphic reports the RecorDER received early this 
week from retailers in many sections of the country in 
response to a questionnaire on their Easter sales, 
covering both volume of business and best selling styles. 





Miss Adelaide Storer, New York. 


EASTER SALES, 


Black Patent, the Leader in Wo- 
men’s Shoes, Particularly in the 

Popular Price Grades, but Blue 
Is a Strong Contender for 


First Honors. 


Among the members of 
the Hollywood screen 
colony who attended 
various churches Easter 
morning were Annabella 
and Tyrone Power. Note 
the sport shoes worn by 
Mr. Power. 














Retailers were asked to report by wire the results of 
their experience in response to the following questions: 

How did your sales in the two weeks preceding 
Easter compare with one year ago? 

What styles, colors and leathers in women’s shoes 
were best sellers and what was the approximate per- 
centage for each? 
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In Most Sections. 


What styles and leathers in men’s shoes were best 
sellers in the two weeks preceding Easter and what 
was the approximate percentage for each? 

Do you find the demand this season to be for better 
or cheaper shoes as compared with last season and 
a year ago? 

While some sections, notably the Los Angeles terri- 
tory, showed a falling off, mainly attributed to weather 
conditions and the unsettled international situation, the 
Easter sales in most instances showed increases aver- 
aging around eight to ten per cent or slightly more as 
compared with the fortnight preceding Easter in 1938. 
There were plenty of areas on the map where the sun 
shone, as, for example, Kansas City, where weather was 
reported so warm that Summer apparel was in order. 
New York had a week of unseasonable cold and rain 
and early reports were discouraging, but a spurt in the 
last few days enabled most stores to nose out a gain, 
while retailers in Boston, Washington, Philadelphia and 


Miss Brenda Diana Duff Frazier, the 
,ear’s most famous debutante, and 
her mother, Mrs. Frederick C. Watt- 
rous, photographed on Easter Sunday 
in New York. Miss Frazier wore open 
toe opera pumps, with platform. 


= | 
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Show Substantial Gains 


other points up and down the Atlantic seaboard suc- 
cessfully overcame the weather handicap. 


Los Angeles Trade Disappointing 

In Los Angeles, pre-Easter retail shoe business in 
all grades was somewhat of a disappointment. Most 
stores made or came within three to ten per cent of 
making last year’s March figures, whereas they had 
budgeted for reasonable gains. A few attribute this 
below par record to a couple of weeks of cloudy 
weather, while most all the shoe men feel the unsettled 
condition of the country to be the main factor. Mid- 
Summer weather during Easter week pepped up the 
sales considerably. Merchants feel April gains will 
offset the March dullness. 

Chains report nearly everything is selling from pat- 
ents to high colors. Blues, navy and baby blues, are 
all very strong after patent, with Japonica a third. 
Whites are coming very strong, due to warm weather. 

Stores operating in the moderate priced field report 
the same types of shoes selling as in the chains, but 
they are beginning to see white business coming in 
fairly good. Rough leathers in whites, reptiles, pig, 
buffalo and all grained leather are being well accepted. 
Smooth white kid in the staple shoes and crushed 
white kid in the fashion patterns are showing signs of 
being good right after Easter. Linens are decidedly 
off while meshes are very much liked by consumers. 


Strong White Season Seen 

In the high-grade trade, after patent comes Navy in 
all types of patterns from the most delicate sandal to 
the active sports styles. Black patent and black kidskin 
in dressy draped feminine patterns are active. Present 
indications are for a stronger white season than last 
year in mesh, crushed kidskin draped models, bucks. 
Most of the whites this year will be in combinations 
of other colors, as well as a sprinkling of all whites. 
Average pair price this year is a dollar more than last 
year. 

Pre-Easter shoe sales in the Chicago area ran from 
20 to 25 per cent ahead of last year’s record, accord- 
ing to reports from retailers in downtown and outlying 
sections. Many shoe men were also confident that this 
percentage would rise during the next month, due to 
the fact that inclement weather has delayed buying 
somewhat. It is also interesting to note that the great- 
est increases in sales were reported by the stores and 
departments selling higher quality merchandise. 

In most cases, particularly in the State Street and 
Michigan Avenue stores, the peak of the selling came 
Palm Sunday week, with the largest volume of sales 
on that particular Saturday. During Easter week sales 
were brisk for the first four days, but dropped off 
slightly toward the end of the week. Several retailers 


[TURN TO PAGE 42, PLEASE] 




















EXEMPLIFIES THE AMERICAN WAY 
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A Pennsylvania city of G0,000 shows the way to cooperative 
competition between independents, chain and department stores 


S69N making this survey,” said the editor, “remember 
that York, Pa., is a typical city of its size and type. An 
accurate marketing research of York should give us a 
picture, not only of York itself, but of many other 
similar cities.” . 

And so I’m off to York to look at the present pattern 
of its shoe retailing. 

In the first place, York is an average size city of 
approximately 60,000 people. It is considerably re- 
moved from other cities so that it can be studied as an 
independent market. It has a basic American population, 
93 per cent of its inhabitants being native born. It has 
a diversity of agriculture and industry and is growing 
in population and prosperity. All these factors make 
York an excellent city for a shoe survey and a picture 
of the York retail market may reveal important facts 
to merchants in average towns elsewhere. 

In the first place let’s try to get a general picture of 
York so we can sense where the money comes from that 
eventually goes into shoe stores. 

The city is located in the Susquehanna Valley 99 
miles west of Philadelphia on one of the main trans- 
portation lines to the West. An independent trading 
center, the nearest other large markets are Harrisburg 
28 miles to the north and Baltimore 45 miles to the 
south. It is in a prosperous farming area—prosperous, 
not due to its soil but more to the energy and thrift of 
its “Pennsylvania-Dutch” farmer stock. This is today, 
as in the past, an active farming region—corn, wheat, 
dairy products, poultry, truck gardening and tobacco 
being the major products. 

Industrially, York is also an excellent city to use as 
the basis of a survey, for it is not dominated by any one 
industry or concern. York has a diversity of manufac- 
turing establishments ranging from ice machinery, lime, 
hosiery, wallpaper, tobacco processing to the largest 
false teeth factory in the world. This diversity of indus- 
try, which you will notice is chiefly in the finishing of 
materials which have already been processed beyond 
the raw stage, assures stable wage levels year ‘round 
and has been a fortunate lifebuoy during the depression 
seldom were more than two or three factories closed at 
one time. This variety of industry may not give as high 
price wage levels as in some cities, but it does assure 
constant year "round wages and purchasing power. 
York has a large proportion of its population employed 
industrially; in fact 23.6 per cent of its inhabitants are 
employed in 248 establishments. Another significant 
fact about industrial York is that a very large per- 
centage of women work in factories. This means 
that many women have money of their own to spend— 
consequently there are a considerable number of 
women’s specialty shops and shoe stores with high 
grade and high style merchandise to be noticed in the 
shopping district. 





CONCLUSIONS BASED ON YORK 
SURVEY 


In our “Middletown America” there is a 
fairly even cross-section of types of stores. 

The battle lines of distribution are straight- 
ening out. In York there is a fair proportion- 
ing of business between independent shoe 
stores (chiefly of the family type), the chain 
stores, the department stores. In York 
they seem to be able to live harmoniously to- 
gether without trying to gobble each other up. 

Chains have been slow to develop in York. 
People are slow to change from their old 
established buying sources—especially if they 
are well treated. However, chains are impor- 
tant in their price range and with the “cash- 
and-carry” trade. 

In department stores there is a trend toward 
leased departments—department stores seem to 
feel that it is more profitable to have such a 
specialized job done by trained organizations. 

Among the independents—brand names, fit- 
ting service, and style are selling factors. 

There is a high percentage of repeats—small 
transient population. 

York is a cooperative retailing center—prac- 
tically every shoe man knows every other and 
they are frequently seen visiting in each other's 
stores. They get together for mutual benefit 
once a month at their association meetings, 
and, though they may not be making a lot of 
money, they are enjoying their work. 





by JOHN F. W. ANDERSON 


In general, it may be said that York’s inhabitants 
have enough money in their pockets, both from indus- 
trial and agricultural sources, to guarantee good pur- 
chasing power and an active retail market. These points 
are important to paint the shoe picture. 


WHAT kind of people do we have in York? York is 
chiefly populated by a native-born stock of German and 
Dutch descent; only 2.3 per cent of the inhabitants are 
foreign born and only 4.1 per cent negroes. It is a 
permanent, home living type of community—most of 
the inhabitants born and raised in the neighborhood. 
It is a class of people that spends its money carefully. 
When they buy shoes they want their money’s worth— 
good values and good sound styles. It is a permanent 
type of population rather than a transient one. When 
York people buy shoes they tend to go to the stores - 
where they have been well treated in the past and as 
long as the merchant continues to treat them well they 
continue to trade there. Consequently the stores report 

[TURN TO PAGE 38, PLEASE] 
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NATHAN SCHENTHAL 


Shoe Buyer Hochschild, Kohn & Co., 
Baltimore, Md. 





THERE has been more change in the shoe business in 
the last ten years than there was in the 32 years pre- 
ceding, according to Mr. Nathan Schenthal, department 
manager of the shoe departments of Hochschild, Kohn 
& Co., Baltimore, Md., who in point of years of service 
is one of the oldest shoe buyers in the United States. 
Mr. Schenthal has an unbroken record of nearly 42 
years with this one house. 

Mr. Schenthal had been in charge of a retail men’s 
shoe store in Baltimore but joined Hochschild, Kohn & 
Co., when the store opened in November, 1897, as man- 
ager of the shoe department. In that capacity he has 
watched the house and the shoe department grow to 
proportions undreamed of in the early days of the 
store. He has seen, also, the character of the shoe busi- 
ness change radically. 

“Buying,” says Mr. Schenthal, “has changed in many 
ways and we are buying much closer to the line today. 
Formerly we bought for two seasons, Spring and Fall. 
Today it is almost dangerous to buy beyond five or six 
weeks ahead in many types of shoes, excepting, of 
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STOCK, 
STUDY YOUR MARKET 


Three Rules for a Successful Shoe Buyer For- 
mulated by One Who Holds a Record of 


42 Years’ Continuous Service with One Firm 


by EDNA MeKNIGHT 


course, staples—we still have staples in the shoe busi- 
ness. 

“I believe that only the sound, correct sort of shoe 
merchandising will survive. We must be on the alert, 
of course, for the new styles and for new ideas, but we 
must know first our store, the market and our stocks 
thoroughly before we can develop an effective mer- 
chandising program for a shoe department. Your store 
represents certain ideas and services to your customer, 
and your shoe department must fit in with these ideas 
and the types of customer to whom they appeal.” 

In specific illustration of these principles, Mr. Schen- 
thal said: “By all means establish accurate, close stock 
control which will give you a current true picture of 
every style of women’s, misses’, children’s, boys’ shoes 


-—yes, and even rubbers and galoshes—that you carry in 


your stock. You need to know what colors are selling, 
what patterns and heel heights are moving best, what 
manufacturer’s merchandise gives you the best results, 
et cetera. 

“Develop a competent, trained sales organization,” 
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AND DEVELOP A 
COMPETENT SALES FORCE 


continued this veteran buyer. “All your experience 
won't do you a bit of good unless you have people 
working for you who will sell the shoes for you after 
you have bought them.” It seems pertinent to remark 
here that Mr. Schenthal lives up to his words, for we 
cbserved, as we visited the women’s and children’s de- 
partment one afternoon in the rush period, that cus- 
tomers are not allowed to wander around neglected. 
The buyer-manager will take the trouble to see that a 
seat, at least, is found for the shopper and a sales 
person located to serve her needs at the earliest pos- 
sible moment. Nor is he too busy to listen to the story 
of a customer’s needs. 

“Your customer must be fitted properly,” points out 
Mr. Schenthal. “This will develop real customer satis- 
faction and cut down returns and credits. Your cus- 
tomer must be satisfied as regards style in the type of 
shoe your sales person has presented to her. This means 
adequate style training and the exercise of intelligence 
and judgment in ‘sizing up’ the customer when she 
comes in. These selling requisites are all responsibili- 


The spacious shoe department of Hochschild, Kohn & 
Co., following its remodeling three years ago. The bal- 
cony and stock shelves which were formerly in view at 
the left have been covered by a concealing partition. 


ties of the buyer, which he cannot pass on to the comp- 
troller or the training department of the store. 

“The buyer should assume, also, the responsibility 
jointly with the advertising department, of presenting 
the right kind of story in the shoe department’s adver- 
tising. Just as merchandise has changed over the years, 
so the advertising approach on shoes has changed. The 
tempo is quicker and the buyer must be alert to new 
styles and new ideas in presenting the story of his de- 
partment. The successful buyer will know how to make 
the advertising department enthuse over his merchan- 
dise.” 

When asked what it takes to make a successful buyer, 
Mr. Schenthal said: “The shoe business is a highly-spe- 
cialized business and it takes experience and common 
sense to run it profitably. Thorough training of a shoe 
man is of vital importance, and it certainly does not 
hurt to have a natural knack for the business. Even the 
expert needs all the resources he can muster in his 
operation. 

“Remember this—a good shoe buyer, like any good 
executive, learns something new every day. We cannot 
assume, once we become ‘buyer’ or ‘department mana- 

[TURN TO PAGE 53, PLEASE | 
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OUTLOOM 


PRETTY colored shoes play a part but they are not 
the whole shoe business, as we have all lived to find out, 
now that Easter has come and gone. How much of a 
store’s stock can be in perilous colors, extreme patterns 
and fancy effects? There is a question for each mer- 
chant to answer for himself, from the viewpoint of his 
community, public and store. 

By and large the profitable shoe business of the 
country is done on black shoes in the Winter season, 
supplemented by blue in the Spring season, then a 
strong wave of white and then something in the brown 
family for Fall. The sequence is as natural as day 
follows night and seasons follow—Winter, Spring, Sum- 
mer and Fall. The women’s shoe business of this coun- 
try is, and always will be, basically black, blue, white, 
brown. Black is standard for Winter; so is white for 
Summer. Blue is mildly variable—and brown can swing 
from tan to wine. 

On these four foundations stands the shoe business. 
Holding to these four general colors, you can make a 
profit. The American public has a natural interest in 
black, blue, white and brown as the basic shoes of near- 
ly every wardrobe. When a woman gets anything dif- 
ferent—fuschia or beige—or any of the amazing colors 
that can now be put into shoe leather and shoe material, 
she is actually getting something that should command 
a better price than the standard $3.98, $6.50, $7.85 and 
$10.75. These four major price grades dominate the 
woman’s shoe business—at least the city and town 
trade. . 

Why wouldn’t it be in line with values to ask an extra 
price for an extra color? The cost of the extra color 
is increased all along the line. The tanner should get 
a few cents more per foot for his fancy colors; but he 
hasn’t the fortitude to ask for it. In the garment field, 
black, blue, white and brown are standard and any 
colors different therefrom pay an extra price. Not so 
prey oh nor is a better price asked by the factory for 

the difficulties in manufacture and the added costs in 
carrying and cutting. 

When it comes to the retail merchant who purchases 
thirty-six pairs in a fancy color, the order leads to an 
inevitable loss—because not more than 20 pairs can be 
sold at regular prices because the size run is shot and 
the balance is cleared or dumped. So the complete fancy 
color transaction is in red ink rather than black. But 


Aeeessory Before or After the Fashion 








The RECORDER CREED 


“Getting More Shoes Sold Right;” not only “more” 
but “right;” sold for the right purpose, to the right 
wearer, in the right fitting; for the right price; at 
the right profit. This is the great problem of the 
retail shoe merchants. The chief pose of the 
Boor axo Stor Recomex is to help solve its for 
this is the basic problem upon which depends the 

progress of the entire allied industries relating to 
shoes and leather; their production and distribution. 





by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


to be in business some “millinery” goods must be car- 
ried and some losses must be taken—so every store 
must straighten the line to some degree. Loss leaders 
are not always price cuts—color and high-style often 
cause the headaches. 

The Easter color experience of the majority of re- 
tailers was not particularly encouraging to volume or 
profit. Because we have for months been stressing that 
shoes are-an accessory, we put ourselves in the position 
of waiting for the woman to buy her major wardrobe 
before she buys her shoes. Shoe men have listened so 
long to the sweet siren voices of the dress stylists that 
they begin to believe what has been told. 

Women who have a rare color sense and who select 
their clothes along a definite color theme are perhaps 
the toughest customers that ever put a foot before a 
retail shoe salesman. The color match must be abso- 
lutely “on the rose.” 

It is obvious to anyone who knows his leather that 
if the color in the skin is variable because of the differ- 
ence in the pelt, the shade which finally comes into 
the shoe store—after lasting, pull out and dressing— 
will be far removed from the color card nomenclature. 

There is no question but what we have reduced the 
pair sales of shoes in the United States this year by 
putting such terrific emphasis on the words “color 
accessory.” 

There is a very strong reason for bringing back an 
appreciation of shoes as standard equipment, in black, 
blue, white and brown. 
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VOLUMES OF DATA ON MAKING SOLE LEATHER 


CONFIRM THE MERIT OF THE OLD-TIME BARK TANNAGE 


SCIENCE is the one word defining the collective knowledge gained 
by those with talent and training for special work. In studying results 
of their work you will see that nothing within the scope of wear, chemical 
and weather tests, have been overlooked in determining the character- 
istics of sole leather. You can take it for granted that the related and 
incidental data obtained by research, will serve you well as a guide in 
forming your estimate of quality. 


KISTLER “BENCH BRAND”’ SOLE LEATHER 


is the result of scientific development of the bark-tanning process, in 

connection with the old-time-lay-away-vat method of turning the gelat- 

inous substance of steer hides into sole leather of firm, compact structure. 

It has strong, full fibres of high-angle weave*. It provides “The Tops” 

in appearance, moisture resistance, serviceability. Its use gives you an... iin 

effective sales appeal. Step up YOUR service by selling men’s shoes straight up and 
bottomed with Kistler BENCH BRAND Sole Leather. ye & 


KISFLE niger 


FOUNDED - 1840 


en oe ee ee ee 


——<—<=<—<«— WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
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A FIFTY by thirty-foot, white calling card with the 
name Slater in large, red letters across the middle was 
the motif for the top of the new front of the J. & J. 
Slater shoe store, at 415 Fifth Avenue, New York. 

“In designing a new front for the store,” said John 
Matthews Hatton, the architect, “it was necessary to 
create a theme that would be as smart and modern as 
the Avenue itself and yet retain the personality of 
Slater’s—a long-established New York firm with an 
individuality distinctly its own. 

The restyling of the front was made the occasion for 
the introduction of a new $6.75 line of debutante shoes. 
The modernization of the whole store is in line with 
the new front. 

Buff Neato marble from Arkansas was adopted for 
the facing of the front—it is close-knit without veining 
and will retain its whiteness long after the neighboring 
buildings have grown dull. The center entrance is 
flanked by two 15-ft. curved windows. The top of the 
window frame is only nine feet above the sidewalk and 
the bulkhead below the window has been brought well 
up in order to center the shoes close to the line of 
vision. Indirect lighting is used in the windows to bring 
out the full beauty of the shoes. 

The doors, located 12 feet back from the sidewalk, 
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rld’s Fair Year 





Fifth Avenue Store for Wo 
i 


are of non-shatterable Herculite glass. These doors 
are of solid glass right to the edge with no metal or 
wooden trimming—even the locks are concealed in the 
ceiling above. This is a recently developed innovation 
in store architecture which adds simplicity to the front 
and brightness to the interior. It also gives the effect 
of a continuous show window stretching the full width 
of the store, with shoes on each side and a view of the 
fitting service through the center doors. In front of the 
doors is a white rubber mat with J. & J. Slater printed 
on it and the windows are protected by a one-piece awn- 
ing stretching across the whole front of the store. 

The work was done without serious interruption of 
business and was ready for public view on the day be- 
fore Palm Sunday. Asked whether he was pleased with 
the “face-lifting,” John Slater replied, “Not only has 
it brightened up the whole store, but on the opening 
day we had twice as many customers in the store as 
we could adequately accommodate.” 

This year commemorates the 80th anniversary of the 
founding of the firm of J. & J. Slater, which was estab- 
lished by John and James Slater, uncles of John Slater, 
the present head of the business, at 858 Broadway, nea: 
14th Street, in 1859. One of the founders, John Slater. 
had previously conducted a store in Cortlandt Street. 
In 1878 the business moved farther uptown to 1185 


Broadway, near 28th Street, and 20 years later the 
[TURN TO PAGE 55, PLEASE | 
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Arcade Store, Hahn Shoe Co., Washington, D.C. 
Grand Rapids planned and equipped, including 
Grand Rapids’ Twinray Lighting Units. 


BRIGHTER STORE SELLS BETTER SHOES 
...camd more of them 





SHOPPERS — especially 
women—are quickly responsive to environment. 

In such a setting as this one at Hahn's customers are 
readily receptive to the salesman’s suggestion of a 
finer shoe; often an extra pair. The latest novelties, in 
smartly styled and skillfully lighted wall cases, invite 
inspection. An accessories display, strategically lo- 
cated, arouses dormant desire. 

Forty years of merchandising experience, gained in 


GRAND RAPIDS 
STORE EQUIPMENT 
COMPANY f::53:\s.3::: 


BRANCH OFFICES AND REPRESENTATIVES IN PRINCIPAL CITIES 


* SBOLV DBE Vilee 





serving stores of every type and size, is back of this and 
every Grand Rapids job. Quality in materials and con- 
struction, and adaptability of each unit to rearrange- 
ment, are additional features Hahn's will appreciate 
increasingly in future years. 

We are helping many shoe departments and shoe 
stores to larger and more profitable sales slips these 
days. Our local representative will gladly 








PRE-WAR STYLES 
REVIVED ON SCREEN 


The RKO F ilm, “The Story of Vernon and Irene Y, 
Castle,” Starring Fred Astaire and Ginger Rogers, 
Brings Back Two Castle-Sponsored Shoe Fashions. 
The Spat Shoe Needs No Introduction to the Smart 
Woman of 1939. The Ballroom Slipper with Rib- 
bon Ankle Lacing (Shown Recently in a Schiapa- 
relli Version) Has Possibilities for the Retailer 


At left, Vernon and Irene Castle in a step of the Maxixe, 
the South American dance which became the rage of 
Paris. Note the laced slippers. Below, Fred Astaire in 
the same dance with Ginger Rogers, whose costume re- 
produces the Castle original even to the satin slippers 
with ribbon ankle lacing and winged Dutch cap. 


Sailor hats and spat shoes are back again 

and Ginger Rogers’ costume shows how 

attractive 1912 styles can be made to a 
1939 audience. 
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A VOICE 
OF AUTHORITY 
SPEAKS: 


“Elasticized Leather and Fabries will 
eontinue to be used because: 


Il. They make shoes look neat, stream-lined and 
smooth-fitting 


2. They make shoes easy to fit ‘at the point of sale’ 


3. Many women who wear them like them toe well 
to diseard them”’ 


- « « from VOGUE'S 


SHOE FASHION 
6 FORECAST for 
AUTUMN 1939 


at the Styles Conference, 
Waldorf-Astoria Hotel 


A lfr ed Qin OSs is the inventor of the Vamos process for elasticiz- 


ing leathers and fabrics by means of “Lastex,” 


and is the sole authorized distributor. Vamos 


47 West 34th Street 


New York City Stretchable Leather is the most advertised mate- 


410 North 23rd Street rial in the Shoe Trade. 


St. Louis, Mo. 
ALFRED VAMOS 


Suite 406-12 Marbridge Building, New York City 
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Shoes made stretchable by “Lastex” yarn were a sen- 
sation in the Fall of 1938 and will bulk more largely 
in the Fall of 1939. By inventing stretchable leather 
Alfred Vamos did more than introduce a new type of 
shoe. He practically revolutionized the technique of 
shoe-making. And as stretchable shoes are not made 
on the time-honored principles used in making rigid 
shoes, it was inevitable that mistakes should be made. 
The backing used with Vamos stretchable leather had 
to be specially constructed in order to meet the en- 
tirely new stresses and 
strains involved in 
stretchable shoes. Many 
experiments and practi- 
PP a at cal wearing tests were 


NEW YORK 
WORLD'S FAIR 


—_m 
CONSUMERS 
SUILOING 


Clean 
When you come to the Fair, 
visit the “Lastex” Yarn Exbibit, 
Consumers Building, Area O. 


necessary before the right fabric 
was discovered. But now, thanks 
to the foresight and co-operation 





of a group of high-grade shoe 
manufacturers, the technical prob- 
lems involved in stretchable shoes 
have been solved. It is certain that 
the coming Fall will completely eclipse the initial 
success of last Fall in stretchable shoes. For book- 
lets and information on the uses and advantages of 


“Lastex” yarn in footwear, write to Alfred Vamos, 
450 Marbridge Building, New York City. For gen- 
eral information on the uses and advantages of 


“Lastex” yarn in any type of apparel or accessories, 
write to the address below, no obligation. 


THE MIRACLE YARN THAT MAKES THINGS FIT. . Atsheyo 
REG. U.&. PAT. OFF. 
< ss 


An elastic yarn manufactured exclusively 
1790 Broadway 


by United States Rubber Company 
New York City 











year shoe retailing is better on the average by 8 or 10 per cent than it was last 
year.” Which means that the In-Stock orders you place will be 8 or 10 per cent 
larger than they were last year, because of your Easter business alone. But, what 
about those size spots you've been. seeing before your eyes for the last month? 
We know you've been seeing them because many of you asked us what to do 
about them. This bright Monday morning you’ve many more spots in your 
shelves than you should have, to be adequately prepared for even normal 
business. 


BUT SHOE BUSINESS IS BETTER And The Time Is Right “To Do Some- 
thing” About Those Sizes Before Your Eyes. 


With the first premise that “you can’t sell them if you haven't got 
them,” on April 29th, Boot and Shoe Recorder is going into the situation thor- 
oughly with you, the merchant, and will devote a whole issue to the In-Stock 
situation from the practical viewpoint of the merchant. Leading manufac- 
turers of men’s, women’s and children’s shoes will feature attractive merchan- 
dise from their extensive In-Stock departments. Thus in one issue you will be 
given a double edged key to In-Stock problems and a happy cure for those 
“Spots Before Your Eyes.” 


BOOT AND SHOE RECORDER 


A Chilton @ Publication 239 West 39th Street, New York City 


MANUFACTURERS: Merchants, alive to the growing 
opportunities of In-Stock in the present retailing picture, 
will be looking for your advertising in this issue . . . Your 
order blank will start the profitable circle of profits. 
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higher cost of living are the constantly increasing taxes 
of all kinds, asserted Frank C. Rand, president of the 
International Shoe Company, recently, speaking before 
the Missouri Historical Society at the Jefferson 
Memorial. Speaking on “The Romance of Shoes (If 
Any) and Their Development in St. Louis,” Mr. Rand 
digressed from his subject in stating that increasing 
taxes are a stumbling block to the efforts of the shoe 
industry to keep footwear within the reach of the aver- 
age purse. 

“Each citizen of the United States averages to con- 
sume each year 2.85 pairs of shoes, according to the 
United States Department of Commerce,” Rand de- 
clared. “By keeping our product within the reach of 
the average purse and by offering attractive styles to 
our people, the shoe industry of the United States has 
created a demand far beyond that of any other country. 
We wish to maintain that volume and can do so under 
the natural laws of supply and demand—protesting 
against any outside factor that increases prices and 
lessens consumption. We must therefore become actively 
interested in reducing the cost of government just as 
we are in controlling the overhead expenses in our 
business. 


INCREASING TAXES 


@® NE of the greatest single contributing factors to the 





STUMBLING BLOCK 
TO BUSINESS 
PROGRESS 





Shoe Co., Deplores Growing Tax Burden Which 
He Says Is Main Cause of Higher Living Costs 
and Interferes with Shoe Industry's Efforts to 


FRANK C. BAND 
President, International Shoe Co., St. Louis, Mo. 





“The insidious influence of unlimited taxation is felt 
in every home,” Mr. Rand stated, “for every citizen is 
paying taxes for everything he buys.” 

He went on to point out that 126 taxes are paid on 
every pair of shoes, many of them duplications, begin- 
ning with the farmer who raises the cattle to provide 
the leather, through the tanner, manufacturer, whole- 
saler, retailer and down to the shoe buyer. Presenting 
a chart, Mr. Rand showed that the cost of government 
in 1937, including local, state and federal, was $17,- 
743,000,000, while the 1937 income of all states west 
of the Mississippi River, with the exception of Louisiana, 
was $17,607,000,000. 

Quoting from Chief Justice Marshall that “the power 
to tax is the power to destroy,” he declared that “we 
must call a halt on the expenses of government or be 
destroyed by the consequences.” 

“How the insidious influence of unlimited taxation 
is felt in every home,” Mr. Rand said, “was clearly and 
forcefully expressed by President Roosevelt in a pre- 
election speech Oct. 19, 1932, as follows: “Taxes are 
paid in the sweat of every man who labors, because they 
are a burden on production and can be paid only by 
production. If excessive, they are reflected in idle fac- 
[TURN TO PAGE 53, PLEASE | 
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Frank C. Rand, President of International 


Keep Footwear Within Reach of Average Purse 
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Man, we can cash in 
on this sales idea! 


® Again this year . . . more pages in Vogue to help _ our best selling numbers.” It’s reasonable to expect 
you do a bigger selling job—to tell your customers that Scuffless “PYRAHEEL” plastic heel covering can 
about the advantages of Scuffless “PYRAHEEL.” Re- doa sales job for you, too! Specify “PYRAHEEL” on 
tailers tell us: “There’s a growing preference for your next order. Write for samples: 

shoes-with Scuffess heels.”’ “Women think they’rea_ E. I. du Pont de Nemours & Co.; 


grand idea.” “They've helped us put over some of _Inc., Plastics Dept., Arlington, N. J. 
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Tl tak h 

Il take these shoes 
they ime 
Of course, they do—you’ve fitted them correct- 
ly and she’s “trying them out” on the soft, 
deep pile of Mohawk—the carpet which turns 
her testing step into selling steps for you. 
Priced to fit your budgets—Mohawks are 
woven to take the heavy punishment of store 
traffic. Mohawk can tell you what textures, 


what colors, what patterns have proved most 


effective in shoe stores. Write for facts. 


MOHAWK CARPET MILLS 
AMSTERDAM, NEW YORK 
AGAIN WE SAY 


HAWK 
es 


STAGE YOUR SMARTEST STYLES 
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Kidskin Group Holds Fashion 


Pre-View in St. Louis 


St. Louis—The Kidskin Group, made up of the lead- 
ing Kidskin tanners, staged another of their fashion 
pre-views and dinner parties at the Statler Hotel here 
Wednesday evening, April 5. It was the third of such 
major events held in St. Louis in the group’s promo- 
tional campaign and in size and scope was by all odds 
the largest. An indication of the growing interest in 
Kidskin was seen in the fact that about two hundred of 
St. Louis’ shoe men and women, representing the styl- 
ing, manufacturing, pattern making and retailing 
phases of the industry were in attendance. 

The St. Louis committee in charge of this event was 
headed by A. N. Engle of John R. Evans & Company 
and J. Albert Quinn of the Amalgamated Leather Com- 
pany. Mr. Engle served as toastmaster, while Mr. 
Quinn handled the general business arrangements. 

The evening’s Fashion Preview was headed up by 
C. E. Nelson, merchandising and promotion manager 
of the Kidskin Group. He was supported by Elizabeth 
Gordon, fashion editor of “Good Housekeeping,” and 
Ruth Rusling, editor of “Today’s Fashion News.” Miss 
Gordon spoke on the subject, “What Women Want to 
Know About Shoes.” She outlined in general her 
publication’s position in the consumer field and the 
attitude with which hers as well as most other con- 
sumer magazines had approached the subject of wo- 
men’s shoes. Said Miss Gordon, “Until eighteen months 
ago we treated shoes as something to look at and not 
something that had to be worn with comfort as well as 
with good taste. Our editorial treatments were similar 
to the trade papers, such as Boot anp SHor RECORDER, 
where the shoes are shown and of necessity their 
intricate details given. But now we treat shoes from 
the point of view of their use and the part they have 
in the women’s life of fashion. We try to teach women 
how to buy shoes more intelligently; we give them 
facts on fit, on sizes, on how to judge from appearance 
of old ones, and how to select proper types with respect 
to age and weight. In short,” said Miss Gordon, “we 
feel that style merchandising has entered the second 
phase which calls for an answer to the question, “Who 
can wear the new style?’ in addition to whether or not 
the style is correct. More information about appro- 
priateness must be given at the point of sale.” 

Miss Rusling covered the color and design picture 
for Fall in a thorough and interesting way. 

Mr. Nelson in summing up the high lights of the 
Group’s promotion campaign reported that recent sur- 
veys indicate kid footwear running from 15 to 20 per 
cent above a year ago. 

Seated at the head table in addition to toastmaste: 
Engle, Mr. Nelson and the speakers were such promi- 
nent buyers as Maurice Yoskin of Famous-Barr, A! 
Pauley of Stix, Baer & Fuller, Eugene Jolley of Scruggs. 
Vandervoort & Barney, and M. M. McCain of Swope 
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Shoe Company. Other notables in the leather industry 
who were present were J. S. C. Harvey, Jr., vice- 
president and sales manager of the John R. Evans 
Leather Company; also Dan Hickey, sales manager of 
the Surpass Leather Company. 


Set Standards for Retail 
Advertising 


CoLumsBus, OHIO—At a meeting of the Columbus 
Better Business Bureau held recently at the Deshler- 
Wallick Hotel, representatives of 59 retailers adopted 
a set of fair practice standards for retail advertising. 
Among the resolutions adopted were the principle of 
self-regulation for business and a plan providing for 
arbitration of controversies on questions of accuracy 
and fairness in local advertising. 

The seven-point program adopted by the retailers 
included the following resolutions: 1—Elimination of 
statements, comparative prices, value claims and illus- 
trations in advertising which might mislead or deceive 
the customer; 2—Elimination of statements attacking 
competitors; 3—Elimination of statements which lay 
claim to a policy or continuing practice of generally 
underselling competitors; 4—Elimination of “bait of- 
fers” where the customer does not have a fair oppor- 
tunity to buy the advertised article; 5—Elimination of 
statements referring to cut prices on trade-marked mer- 
chandise or other goods which might lead the public 
into believing all the merchandise sold to be similarly 
low priced when such is not the case; 6—All advertisers 
shall be willing to substantiate fully the accuracy or 
fairness of any statements made for publication; 
7—Elimination of any subterfuge by advertisers to 
frustrate the spirit and intent of these fair practice 
standards, the purpose of which is to prevent adver- 
tising which misleads the consumer and to prevent 
advertising unfair to competitors. 

Every retailer in Columbus will be requested to sign 
the agreement. Walker T. Dickerson, president of the 
Walker T. Dickerson Co., Columbus, is vice-president 
of the Columbus Better Business Bureau and one of 
the governors of the National Association of Better 
Business Bureaus, which is holding a meeting in Buffalo 
June 5 and 6. Advertising and selling practices in rela- 
tion to consumers’ wants, the views of education, 
whether cooperation is a duty of business or an oppor- 
tunity, and the possibility of the work to be done by 
government agencies in this field will be discussed by 
representatives of these four fields at this conference. 


Virginia Bruce attracted quite a bit of attention in 
Palm Springs by wearing a pair of white linen closed- 
toe and open-heel sandals which sported a hand-painted 
matching motif on the toes. The costume was of white 
linen and over this was worn a short bolero having a 
hand-blocked Mexican design in gay colors. The-color- 
ing on the shoes picked up these same vivid shades. 





No. 1392. 


Natural, blue or red hopsacking, 
embroidered and appliquéd in 
multicolor floral design. Cork 


== 


Cabana stripes and self-col- 
ored vamp goring, available 
in three different color combi- 
nations. Cork upside - down 
heel. non-skid sole. 


A novel idea in wooden soles. 
Upper of natural rabana straw 
combined with brown kid. 
Available also in natural and 
blue; natural and red. 


Beachcraft 
Sandal Company, Inc. 


Show Rooms: Marbridge B 


47 W. New York City 
Tel Longoces 5.2476 


“Tony” Sarubbi, in Charge of Sales 


Factory: 10-12 Jones St., New York City Tel. CHelsea 2-7798 
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George F. Johnson Awarded Gold Medal 


GEORGE F. JOHNSON 


GEORGE F. JOHNSON, chair- 
man of the Endicott-Johnson Cor- 
poration, Binghamton, N. Y., was 
the recipient today of a gold medal 
and illuminated scroll presented 
annually by Forbes Magazine to 
the individual who has done most 
to humanize business. 

The Committee of Award con- 
sisted of Evans Clark, Dr. Karl T. 
Compton, Alvin E. Dodd, Dr. John 
H. Finley, General Hugh S. John- 
son, Virgil Jordan, H. J. Kenner, 
Dr. Donald A. Laird, Dr. Christian 
F. Reisner, Rabbi Stephen S. Wise, 
Dr. Shelby M. Harrison, Benjamin 
A. Javits, Matthew Woll, Whiting 
Williams, Dr. E. R. Weidlein, Ord- 
way Tead, Dr. Rufus B. Von 
Kleinsmid and Dr. B. C. Forbes. 

Their selection was based on Mr. 
Johnson’s 50-year record of service 
to business and to his employees, 
a record unblemished by a single 
threat of labor trouble. After pay- 
ing high wages and specified divi- 
dends on the money invested, prof- 
its are divided fifty-fifty between 
capital and labor, the humblest 
worker receiving exactly the same 
amount as the top executive. More 
than $13,000,000 has been shared 


_ among 


for Serviee in 


Humanizing Business 


Distinguished Committee Confers Forbes Maga- 
zine Award on Basis of 50 Years’ Record Un- 
blemished by a Single Threat of Labor Trouble— 
Acknowledges Honor with Characteristic Modesty 


contributed $15,000,000 out of his 
own pocket to provide for the 
health and happiness of his vast 
family of over 15,000 workers, in- 
cluding a golf course, athletic field, 
swimming pool, theater, parks, club 
houses, band stands, dance hall, 


ba se rugosa 
Thal Magarin Geld Medal 
GEORGE: F: JOHNSON 





“employees. - 
_ Ip addition, - Mr. Johingon, “has ™ 


every form of recreational facility 
—doctors, dentists, nurses, hospi- 
tals, lawyers, restaurants, stores, at- 
tractive worker-owned houses. 

Although Mr. Johnson (81), 
who is now in Florida, could not 
attend the presentation ceremonies, 
he was represented by Bruce L. 
Babcock, treasurer of Endicott- 
Johnson Corporation, and several 
other officials. The following mes- 
sage from him was read: 

“I thoroughly appreciate the fact 
that I have been selected as deemed 
worthy and fit to receive the Forbes 
Humanizer of Business Award. 

“I do not claim any worthiness. 
I have always thought that the 
differences between Labor and Cap. 
ital were quite unnecessary. All 
industry could get along the same 
as we—with peace, harmony and 
good will.” 

In accepting the honors for Mr. 
Johnson, Mr. Babcock asserted that 
the committee “had conferred a 
signal honor on a worthy man.” 
He expressed regret that Mr. John- 
son was not present to receive it 
in person, but added that the in- 
dustrialist was “a modest and hum- 
ble man who is reluctant to speak 
of himself and his accomplish- 
ments.” 

Mr. Babcock sketched for the 
award committee the accomplish- 
ments of his employer and friend 

[TURN TO PACE 51, PLEASE] 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 
The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 





= “If a $5 Gold Piece Falls Thru 
Cut a Crack in the Floor”—is the 
ante title of our instruction brochure 
red imitation 1 for keeping stock records:— 

scoparia Supplied with each order for 


tec poi the Stock Record System. 











One hour a day keeps your records com- 
. — plete— 

2 ae sere i “ : : Every sale and purchase recorded — 
ag ? “ Visible daily turnover and sales report— 
with monthly inventory of each stock 

number — 
Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in conjunction 
with the MASTER STOCK SHEET and the cen- 
tral office CONTROL FORM, also a COMPARI.- 
SON FORM for sales of total pairs by seasons 
and years, gives the merchant-owner complete 
stock control with style and sale trend. 


——— 





Complete Working Outfit . . . . $7.25 
(West of Denver... . -$7.75) 

Consists of: 

Black Cloth binder—114” x 13%” 

100 Daily Sales and Stock Sheets, (Form 

#100) and 1 Comparison Form 

2 Inventory Pads (100 sheets).... 

2 Buying Order Pads (50 sheets) 

(or 4 of each, as preferred) 

1000 Carton Tickets and Clips. 


or 
8 Pads Sales Record Slips...... 


and 
2 Pads Refund Record Slips.... 
(as preferred) 

Above, not including Carton Tickets or Sales 

and Refund Slips.... 

(West of Denver 
Check with order, please, unless C.O.D. Shipment 
is preferred. 
Sales Record Slips: 
ic Paces x a Orders filled for any forms preferred. 


Per Pes (ee otis) haere ’ Shoe Carton Tickets and Clips: 


PROFIT CHARTS—25c. each; an accurate method of figuring 
selling prices. 

















000 
WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 5000 (per thousand) 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 


209 So. STATE STREET 
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YORK EXEMPLIFIES THE AMERICAN WAY 


a high percentage of repexts—some- 
time running to 80 or 90 per cent. 
When a customer enters a store, the 
salesman is concerned, not so much 
with the immediate sale, as in making 
a satisfied customer who will return 


again. 

We have now found where the in- 
habitants get their income, and that 
they are reasonably intelligent in 
spending it. We will now ask when 
they spend it. 

York, like Main Street America, is a 
Saturday town. -Factories pay their 
workers on Friday and the latter spend 
most of it on Saturday. The farmer, 
his wife and family, as is typical of 
America, come to town on Saturday to 
do their shopping. On the whole about 
60 per cent of the retail purchases are 
made on Saturday and this average 
applies for the shoe stores as well. 
Chain stores, which are usually on a 
cash basis, may run to 60 per cent of 
their business being on Saturday and 
higher priced stores doing a good credit 
and orthopedic business may only aver- 
age 30 or 40 per cent. As a whole, 
York is a Saturday town, and most all 
stores are active from 9 A.M. to 9 P.M. 
on Saturday night. 

Now, we may ask, how big a retail 
market is York and what is the retail 
shoe picture? In 1938, 938 retail out- 
lets did approximately $25,000,000 worth 
of general retail business. 

In all of York there are 52 shoe re- 
tail outlets, but in the active business 
district there are only 27 stores selling 
shoes. It is interesting to note that all 
27 of these stores are within a block 
and a half of the center of the town— 
represented by Continental Square. 
These 27 stores do an approximate re- 
tail shoe business of $800,000 per year 
(our estimate). 

Now, in store to store visits, let us 
further break down the 27 stores into 
types of stores, prices and types of 

carried. 


as in Newark (see Newark survey, 


[CONTINUBD FROM PAGE 19] 


no changes, no ups and downs in 
volume. 
The people of York are slow to 





Whe’s Whe in Dewntown York 
And Majer Lines Carried 


1—Haines Shoe Store, R. 1. Rentzel, Mgr. 
(M. W. & CJ 

2—Cut Rate Shoe Store, Mr. Smith, Mgr. 
(M. W. & C.) Various brands 
3—Triangle Shoe Store, Mr. H. E. Rine- 
hart, Mgr. (M. W. & C.) 

4—Stillman’s Dept. Store, Mr. White, Mgr. 
(W. & C.) Various brands. 
5—Lehmayers, Inc. 
Crosby Square. 
6—Hanover Shoe Store, W. Gilbert, Mgr. 
(M, & Boys). 

7—Herbert’s (Women’s Specialty} (W. & 
C.) Various brands. , 

8—Haines Shoe Store, G. McSherry, Mgr. 
(M. W. & CL) 

9—Charles H. Bear & Co. (dept. store) D. 
Lewis, naa (M, & Boys) Jarman, 
W alk-Over. buyer—twomen’s 
= & C.) r Millen Rice Neil, Tread- 


10__Stanseyeh’s, Mr. Bloom, prop. (W.) 

Various brands. 

1I—M. & L. Shoe Store, M. Leibowitz, 

prop. (W.) Dunn and McCarthy. 

12—Strand Shoes, S. Shapiro, prop. (W.) 
brands. 


(dept. store) (M.) 


Various 
13—Smith Bros., M. Smith, (W.) 
Bancroft-W alker, Boyd-W elsh. oe 


14—Russell’s, indep., (W .) Various brands. 
15—Endicott-Johnson shoe store, D. R. 
Herr, Mgr. (M. W. & C.). 

16—Bon Ton Dept. Store, A. Cantor, buyer 
(W.) Wohl Shoes. 
17—Hammond’s Bootery, Mr. Hammond. 
prop. (W.) Charing Cross and others. 
18—Winkelman Shoe Salon, indep. (W.) 
Laird, Schober, Grayflex, Naturalizers. 
19—McFalf's (men’s furnishings) (M.) 
Nunn-Bush. 

hig Wiest’s & Sons, S. Bross, buyer 
21—Roy Logan Shoe Store, I. C. Weller, 
mgr. (M. & Boys). 

22—Thom’' McAn, R. R. Spangler, mar. 
(M. & Boys). 

23—Edward Rineberg & Co., E. Rineberg, 
prop. (M. W. & C.) Florsheim (M. a6) 
Dr. Locke. 


24—Fair & Square Shoe Store, L. Leibo- 

witz, prop. (M. W. & C.) International. 

25—Haines Shoe Store, G. A. Melhorn, 

prop. (M. W. & CJ 

26—G. R. Kinney Shoe Store, C. Martin. 
mgr. (M. W.& - 


ee 
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change their buying habits and stick 
to their independent merchant as long 
as he treats them well. One chain store 
manager tells of a customer who cam 
into his store and said, “I have been 
looking at the shoes in your window fo: 
about six months, they look pretty 
good, I think I’ll try a pair.” 

However, the chain store has an im 
portant place in the average town, 
offering low prices as a result of a 
cash-and-carry business based on effi- 
cient business methods. 

In order to be successful in a town 
like York, new stores must forget high- 
pressure big-city selling methods— 
people resent it. Customers often come 
in for the first time, not to buy, but just 
to look around. 

One of the most active chains is the 
Haines Stores carrying a line of work 
and staple shoes which have a large 
following among the worker and farm 
trade. York is the home town of this 
unique chain—a one man owner of 
amazing personality —his picture on 
every carton, etc. 

York likes Yorkers—as a point of 
human interest. Samuel A. Bruegge- 
man of Rineberg’s has been connected 
with the same store for 52 years and 
D. S. Peterman has been in the whole- 
sale shoe business for 62 years—they 
must love their work, and Yorkers 
certainly love them. 

The remainder of the stores are fam- 
ily stores (owner-operated), women’s 
shoe stores (owner-operated) and fur- 
nishing and specialty stores carrying 
shoes as a side line. The latter carry 
sma!] stocks and their percentage of the 
business is relatively insignificant. The 
family store, both in the chain and the 
independent, plays a very important 
part in the retailing picture. Prices are 
usually from $1.98 to $6.50 with thor- 
ough service, good values and basic 
styles. A familiar sight is to see the 
whole family in a shoe store on a Satur- 
day. Another interesting sight is to 
perceive the number of women who in- 
sist on being fitted by female sales- 
clerks. The women’s specialty shops 
carry modern styles, materials and 
colors in shoes, and with the large em- 
ployment of women, the town is con- 
siderably style conscious. 

What is the style picture in York? 

As a whole the stores stick to basic 
proven styles though some of them 
carry shoes which compare favorably 
with Fifth Avenue trends. On an aver- 
age the smart stores establish a sound 
60 per cent staple business before they 
begin to experiment with advanced 
fashions. York is becoming more and 
more style conscious—for not only is 
the “Middletown girl” loosing her small 
town consciousness and adopting 4 
Miss New York air, but also the in- 
dependent working girl has her own 
money to spend for shoes. 









AM 
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REFLECTIONS 


The original AMSTERDAM, 
@ product of United Last Company 
model room, was first shown at New 
England Shoe and Leather Fair in 
June, 1938. 
Sincere enthusiasm for this new inno- 
vation in wood was spontaneous and 
a bright future predicted for its ac- 
ceptance. 
The AMSTERDAM not only reflected 
style relief but the sound fitting qual- 
ities found in the walled forepart, 
rocker sole, and individual toe ex- 
pression combined to make it the 
most popular and important devel- 
opment in wood seen in years. 
The popularity of this now famous 
DUTCH family reflects the sound 
originality of United Last Company's 
model department. 


Nomes of manufacturers making shoes on the 
AMSTERDAM will be furnished on request. 


AMSTERDAM 
for MEN 


HANS 
for BOYS 


SRETCHEN 
for MISSES 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 
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We can help you woo .new cus- 
tomers by helping you make 
your shoes more equally depend- 
able: England Walton expert 
Fibre-Sorting makes twins out 
of every pair of soles. Equal flexi- 
bility . .. more even resistance to 


wear ... matched dependability. 


MICRO-PHOTOGRAPHS SHOW 
WHY ENGLAND WALTON FIBRE- 
SORTED SOLES ARE BETTER 


These two soles may look alike on the 
surface . .. but not under the micro- 
scope. Note the stringy fibres in the 
leather sole on the right. Now look at 
the compact construction of those on 
the left sole. Do you think that if 
these soles were mated on the same pair of 
shoes — they would give equal service? Not These photographs 
on your life. Somewhere, somehow, one represent a typical 
would fail before the other. Perhaps it would ice aa 
have less resistance to wear ... or it might | — they can glance at a sole and tell you a aaa 
‘ . may exist even in 
fail at the arch . . . it might lose its flexibility what part of the hide it came from. You | ji) grade shoes— 
earlier. Lots of things could happen to it that buy their experience when you buy Eng- but not those having 
would divorce customers — from you. land Walton soles. More about this in a England Walton 


England Walton fibre sorting prevents that new booklet ——“Men With Magnifying fibre-sorted soles. 


for hundreds of shoe manufacturers by ac- ee eae 
curately mating every pair ofsoles.Meninthis ¢NGLAND WALTON DIVISION A. C Lawnence Leatuen Compaxy 
company are so expert in their sorting jobs —_ Boston New York Camden Chicago St. Louis Milwaukee San Francisco 


4” ENGLAND WALTON éent/nd 




















CUT SOLES anv SOLE LEATHER = PURE OAK BARK TANNED 
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THIS WEEK 


IN THE SHOE TRADE 


HONE WS 


Saturday, April 15, 


1939 


National News 





Plans Completed for Illinois Show in May 





Final Arrangements Made for Successful Showing of Illinois 
Shoe Travelers and Retailers in Peoria, May 21, 22, 23, 1939 


Final arrangements for the 26th Annual Convention of the Illinois Shoe Travelers 


and Shoe Retailers were 
tees. Seated, left to 
Dreifuss; standing, 

chairman, and 


Peoria, ILL.—The Illinois Shoe Trav- 
elers and Shoe Retailers recently held 
a joint ‘meeting of their committees 
at which arrangements were completed 
for the 26th Annual Convention of the 
two associations to be held in Peoria 
at the Pere Marquette Hotel, on May 
21 to 238. 

A new feature of the convention will 
be a style shoe combined with a floor 


completed at a recent joint meeting of the two commit- 
wight: OB. Boyd, ‘8. E. Rodgers, John Rodgers and Herman 
oseph ee R. a. Lips, W. J. Crawford, convention 


David Copperstein. 


show on Sunday evening, May 21, in 
place of the usual Sunday night get- 
together. This will be held in the Main 
Ballroom of the Pere Marquette, which 
has a seating capacity of over 1000 
persons. 

Twenty-five beautiful mannequins 
will model the new fashions for Fall 
and Winter footwear. Every foot will 
be a trim 4B size, selected in a contest 


now being held by Peoria merchants. 
Milton Budd, radio commentator, will 
announce the high spots on each style 
as outlined by the manufacturer, while 
it is being modeled. A sparkling floor 
show featuring nationally-known ar- 
tists of stage and radio will augment 
the style show, which promises to be 
the most interesting and most enter- 
taining feature of any show yet held 
by the two associations. 

Forty-two manufacturers have al- 
ready indicated their intention of par- 
ticipating in the style show, and reser- 
vations for manufacturers’ and whole- 
salers’ exhibits are coming in rapidly. 
Several floors of the hotel have been 
reserved for shoe exhibits. 

Six years the Shoe Travelers and Re- 
tailers joined hands in supporting 
these annual conventions, which each 
year has shown an increase in the at- 
tendance and number of exhibitors. 

W. J. Crawford is convention chair- 
man, with Joseph Nathan general 
chairman of the style show committee; 
John W. Gow, chairman of the Shoe 
Travelers’ committee, and John W. 
Rodgers of the Retailers’ group. 


Elects Officers 


New YorkK—At a recent meeting of 
the Saks-Fifth Avenue 23 Club, an 
organization made up of members of 
the women’s shoe department of the 
Saks-Fifth Avenue store, officers for 
the ensuing year were elected. 

Joseph Greene was elected president 
of the club, with B. Marks, vice-presi- 
dent; M. Rosenwasser, secretary, and 
J. G. Rogers, treasurer. 

The following were elected to the 
entertainment and relief committees: 
Entertainment, M. Cohen, chairman; S. 
Twergo, H. Bernstein, D. Pullen, S. 
Sandler, W. Getty and E. Teschon. 
Relief, R. Young, chairman; Ida Marx, 
I. Pomerantz, J. Piecone, L. Shretter, 
G. White and S. Bayliss. 
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SUEDES, NAP LEATHERS, FABRICS 
Successfully Cleaned witn scorrs 
RUBBER 


BRUSHES 


MILLIONS HAVE BEEN 
SOLD AT 




















FULLY PATENTED 





Nothing Like It! 
Nothing Equal to It! 

Scott's | COLORING STICKS AVAILABLE 
SUPE with the Handy Purse Size 

RIOR ALL-RUBBER BRUSH 
Handle B U wally as efficient as the larger 
Five Attractive Colors . Wrapped individually in 
Give your customers the leading | cellophane ard packed three dozen 
os brush on the market— | in attractive counter display carton. 
brush with the patented Coloring sticks are inserted into 
bristles that actually clean ~ _ ae = he 
om. f brie eames, foe end for removing foreign substances 
nes, fabrics. ese stieS | from shoe. Five popular colors. 












remove all traces of dust, dirt 

and grime without harm to the | ¢, Bi Ay 
shoe. y aan use—a few -65 Dozen * ” 
strokes a day will doit. Colored | ¢, a } 
—e and ns handles - _ » 
make an attractive item that 

readily sells at 50¢. SELLS 25¢ 


Hundreds of dealers 
now cons in on this 

juick sel 
_ Tadividual 


$3.25 per 


+ SCOTT FOOT APPLIANCE CO., OMAHA, NEBR. * 
eee cee ES no i oA 








TALKING WINDOWS START THE SALE 


Recorder Show Cards 


promote your store service! 





They equalize the prestige 
of manufacturers’ cards 
and signs by reminding 
window shoppers that it is 
you they actually do busi- 
ness with. 


LE ® TALKING WINDOWS START THE SALE 





Samples on request to show you 
how they effectively give you a new 


eolor trim each menth. 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, II). 
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Easter Sales Show Gains 


[CONTINUED FROM PAGE 17] 


blamed the tenseness of the European situation for 
the decline, but others were inclined to blame it on 
the cold, rainy weather. 

Black patent continued to lead the sales, although 
during the past two weeks there has been a steady rise 
in blue sales. Several ofthe higher priced shops re- 
ported blue selling almost on a par with black patent 
and several said that blues during Easter week out- 
sold patents. In the popular priced shops, however, 
black patent continued to hold a 60 to 65 per cent 
lead, with blue a close second. The rest of the selling 
was distributed between wines, Japonica, and light 
tans. Wines were third in sales volume with Japonica 
fourth. The last week also showed a lot of active in- 
terest in the light tans which retailers believe will 
continue to increase from now on. Although not repre- 
senting any volume there was also a lot of interest in 
the high colors. Stop Red was nearly sold out in several 
shops and there were heavy demands for fuchsia, 
lilacs, and pinks. 

Although practically every woman accepted open 
toes as a matter of course there appeared to be some 
resistance to open backs. The majority of the shoes 
purchased were for wear with suits and indication that 
most women will be seeking a second pair for their 
dressier costumes a bit later. 


The following replies by merchants to the RECORDER’s 
questionnaire on Easter sales and best selling styles 
are typical: 


RUSSELL WERNER 
SAN FRANCISCO, CALIF. 

“Easter sales 8 per cent ahead of last year. Styles, 
first, sandalized pumps; second, sandals; third, ox- 
fords; fourth, high front stretchable types. Leather, 
first, patent; second, kid and baby calf; third, stretch- 
able gabardines. Colors, black, 40 per cent; blue, 30 
per cent; wine, 12 per cent; rust 10 per cent; remain- 
ing 8 per cent scattered. Men’s shoes, black, 50 per 
cent; tan, 37 per cent; sport shoes, 13 per cent. Black 
consist of plain patterns; tan, brogue types; sport 
shoes all white and tan and white. Demand for grades 
about the same as last year with the exception of in- 
creased sales of genuine alligator which makes the 
retail price average higher than last year.” 

NAPIER’S BOOTERIE 
OMAHA, NEBRASKA. 

“In reply to questionnaire we are happy to report the 
following: Two weeks preceding Easter this year 
against two weeks preceding Easter last year sales on 
units up 28 per cent with average retail better than ten 
dollars. Patents leading with 25 per cent of total vol- 
ume. Blues while slow to start are now selling well. 
Close runner-up to patent. Wine slowing up. 
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. power of these famous 
shoes in securing profit- 
able SALES RESULTS 


Write for latest catalog just issued 
of complete in-stock service and 
agency plan covering franchise for 
localities where not already repre- 
sented. 


ie. 


"THOMPSON BROS. SHOE (¢ 


FINE SHOEMAKERS 
——=— BROCKTON 
CAMPELLO, 


“Famous makers of CORRECTIVE SHOES of all TYPES” 


Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction shoes fit them all. 
Adjustable by 
tifically designed by a leading 
foot specialist to eliminate fric- 
tion, for both men and women. 


& 


lacing, scien- 


MASS. 








“Ours high style shop. Naturally open backs and 
toes selling well. Also high colors in ooze sandals as 
wisteria, lilac, fuchsia, cyclamen and beige better than 
anticipated. Whites not started yet.” 


HARRY E. FONTIUS 
FONTIUS SHOE CO., DENVER, COLO. 

“Our sales the two weeks preceding Easter were 9 
per cent ahead of last year. 

“Open type women’s shoes lead—open toes and 
open heels 80 per cent; colors as follows: Blue, 23 
per cent; patent, 22 per cent; black, 21 per cent; 
Japonica, 10 per cent; white, 9 per cent; miscellaneous, 
15 per cent. Leathers—kid and calf, 45 per cent; pat- 
ent, 21 per cent; fabric, 13 per cent; suedes, 12 per 
cent. 

“In men’s shoes, quarter brogue styles 90 per cent; 
new color browns and tans, 50 per cent; blacks, 45 
per cent; sports, 5 per cent. 

“The demand this season is for better shoes.” 


W. 0. McCRACKEN 
WETHERBY KAYSER SHOE CO., LOS ANGELES, 
CAL. 

“Easter sales slightly behind last year. Open toes 
and heels in pumps and ties were 80 per cent fol- 
lowed by play shoes and sport oxfords. Black was 50 
per cent and blue next with 20 per cent, with wine, 
carmel and white trailing. In leathers, patents led 


with 40 per cent. Calf and kid were strong, closely 
followed by alligators and meshes. There was no ap- 
parent price resistance where styles were right.” 


o 7 o 


VOLK BROTHERS COMPANY 
DALLAS, TEXAS. 

“Sales for two weeks preceding Easter this year 
about 10 per cent increase in pairs over last year. In 
women’s shoes about 40 per cent of pairs were open 
toe, open heel types; 40 per cent in open toe, closed 
heel types; sport shoes 10 per cent; and staple types 
10 per cent. Materials in women’s shoes sold were 
patents 60 per cent; blues, tans and wines 30 per cent; 
and whites 10 per cent. In men’s shoes woven types in 
saddle tan with both leather and crepe soles 20 per 
cent, and light tan calf with antique finish 12 per cent. 
Price of shoes sold was about the same as last year.” 


ALBERT WACHENHEIM, JR.., 
IMPERIAL SHOE STORE, NEW ORLEANS, LA. 
Sales for two weeks preceding Easter about 10 per 
cent over a year ago due to the early Easter. Combina- 
tion shoes sold better than whites this year. Impossible 
tc give percentages. Demand for cheaper and better 
shoes about the same. In men’s shoes sport shoes were 
the best sellers with combinations showing the lead.” 
[TURN TO PAGE 45, PLEASE] 
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A. C. Golden with 
Barrett Shoe Co. 


New York — 
A. C. Golden, well- 
known traveling 
shoe man in this 
section of the 
country, has re- 
cently joined the 
Barrett Shoe 
Company, of 
Frankfort, Ky., a 
division of the 
General Shoe Co., 
Nashville, Tenn. 

Mr. Golden will travel eastern ter- 
ritory with the firm’s line of women’s 
shoes, starting from the factory the 
latter part of the month. Returning to 
his territory, he looks forward to con- 
tacting all of his many friends within 
the next few weeks. 





A. C. Golden 


Ledbetter Chairman of 
South Atlantic Show 


CHARLOTTE, N. C.—Selection of 
George Ledbetter, manager of Iver’s 
Department Store shoe division, as 
general chairman of the South Atlantic 
Shoe Show, which will be held here 
May 15-17, was announced last week by 
Al Bechtold, secretary. Mr. Bechtold 
said the show management has re- 
ceived reservations for the show from 
35 concerns, among them being a num- 
ber of the most outstanding shoe manu- 
facturers. 

This show is being sponsored by the 
Charlotte Chamber of Commerce, the 
Southeastern Shoe Retailers and the 
Southeastern Shoe Travelers Associa- 
tion, he said. Roger M. Williams of 
Charlotte, who has been acting general 
chairman of this show, is president of 
the Shoe Travelers’ organization. He 
is expecting to leave within ten days 
or two weeks on a trip to St. Louis and 
other shoe manufacturing centers for 
the purpose of discussing the show 
plans with executives of shoe manu- 
facturing companies. 

C. O. Kuester, Charlotte Chamber of 
Commerce manager, and Mr. Bechtold 
were in New York in connection with 
show p 

Mr. Bechtold also made public the 
personnel of the South Atlantic Ad- 
visory Committee, composed of about 
50 widely known operators of retail 
shoe establishments. This committee’s 
activity will consist principally in 
arousing interest in the show among 
retait dealers throughout the south- 
eastern states, it was explained. The 
Advisory Committee will include such 
men as: Dave Finefield; Birmingham, 
Ala.; Bland Terry, Atlanta, Ga.; F. M. 
Simmons, Winston-Salem, N. C.; L. H. 


Brown, Nashville, Tenn.; Matthew Con- grade 


don,. Charleston, S. C.; Clay Herring, 
Lynchburg, Va.; Mr. Roscoe Griffin, 
Rocky Mount, N. C.; Mr. Philip Leven- 
son, Salisbury, N. C.; Armond Weil, 
Savannah, Ga.; Fred Arnold, Macon, 
Ga.; L. E. Gibson, Spartanburg, S. C.; 
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* HANNAHSONS °* 





12/8 Flat Heel 
AA end B Widths 


_ Our In-Stock Department assures service sec- 
ond to none. Hannahsons Fashion Favorites 
—up-to-the-minute formal and informal foot- 
weor—will fully meet your requirements. 
Write to-day for our catalog. 


AMERICA'S LARGEST 
IN-STOCK SANDAL DEPARTMENT 


» HANNAHSON . 


HAVERHILL, MASS. 














David Kincaid, Knoxville, Tenn.; Redd 
Perryman, Jacksonville, Fla.; Harry 
Schreiber, Waycross, Ga.; Milton Wil- 
liams, Greenville, S. C.; Henry Cullum, 
Augusta, Ga.; Clarence Powell, Greens- 
boro, N. C.; Wm. Spainhour, Hickory, 
N. C.; George Ledbetter, Charlotte, 
N. C.; A. P. Craddock, Jr., Charlotte, 
N. C.; A. S. Harrell, Charlotte, N C.; 
D. H. Johnson, Charlotte, N. C.; 
Marion Davis, Charlotte, N. C.; S. M 
Quinn, Charlotte, N. C.; Al Goodman, 
Charlotte, N. C., Elbert Carroll, Char- 
lotte, N. C.; Thomas P. Grier, Char 
lotte, N. C. 


A. C, Lawrence Changes 
Over Grade Marks 


Peasopy, Mass.—The A. C. Law- 
rence Leather Company announces that 
it is changing over its old-established 
grade marks to conform to those which 
have been recommended by the Tan- 
ners’ Council of America. Old grade 
marks used on gunmetal and elk were 
B, C, I, 2 and “special,” while the new 
ones will be A, B, C, D and-DD. The 
same new grade marks afé to be used 
on NuBuck, old grade marks on which 
were C, D, X, XX and “special.” Old 
marks ori patent sides were B, ©, 
D, X and. XX, while the new ones wil! 
be A, B, C, D and DD. Patent kips, 
under the new system of grade mark- 
ing, will’ be “select,” A,B, C, D and 
DD, whereas.the old marks were A, 3. 
Cc, D, X and XX. 
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Easter Sales Show Substantial Gains 


(CONTINUED. FROM PAGE 43] 


CLAUDE CARADINE 

HENRY HALLE & BROTHER, MEMPHIS, TENN. 
“Easter business 13 per cent ahead of last year. 

Men’s shoes only. Light tans, hand stained tans and 

tan and white combinations account for 65 per cent of 

Easter business. Prices about same as last year.” 


WASHER BROTHERS 
THE HARRIS STORE, FORT WORTH, TEXAS. 
“Re questionnaire ladies’ shoes. Results past two 
weeks—pairage 15 per cent increase, volume 10 per 
cent. Demand for cheaper shoes responsible for dif- 
ference. Black 60 per cent. Patent and mesh, blue 
25 per cent. Seasonable materials; balance scattered.” 


THAYER McNEIL COMPANY 
BOSTON, MASS. 

“Easter business 8 per cent ahead despite adverse 
weather conditions. Women’s open toes, stepins and 
pumps best. Black patent leading; blue calf second; 
wine tones third. Men’s black shoes best. Demand in- 
creasing for better grades.” 


WM. A. GEUTING 
A. H. GEUTING CO., PHILADELPHIA, PA. 

“Two weeks pre-Easter business well ahead. Open 
toe all pattern types easily 95 per cent. Open backs 
particularly high cuts and sandals strong. Patent and 
blue 90 per cent, of which patent 60 per cent, blue 40 
per cent. Wines and Japonica disappointing. Men’s 
selling 30 per cent black; 70 per cent brown, approxi- 
mate figure which divides brown leather 20 per cent 
conservation; 50 per cent golden; 30 per cent newer 
tan tonations of ruddy nature. Much interest in custom 
staining. Early activity all kinds of sports; woven and 
saddle oxford most active. Dutch boy type in both full 
brogue and side lacing most outstanding individual 
style. Men’s prices holding own. Of course, Easter 
selling promotes interest in popular prices more so 
this year than last both in men’s and women’s. Wo- 
men’s figures include only high style types.” 


W. J. CRAWFORD tao 
PEORIA, ILLINOIS. 

“Sales for two weeks preceding Easter 2 per cent 
gain over last year. Pump effects leading by big mar- 
gin. Colors in rotation: black, including patents; blues; 
Japonica shades. Men’s antiques almost tied black in 
volume. Greys improving. Not much change in price 
range. Our customers are not grading down.” 


CHANDLER & COMPANY 
BOSTON, MASS. 
“Comparison of first seven days of April this year 


with same days last year shows increase of 20 per cent 
in women’s shoes. Comparison of week before Easter 
this year with week before Easter, 1938, shows in- 
crease of 15 per cent. 

“Black footwear in patent, gabardine and smooth 
leathers led all in sales, followed by blue, the tan family 
and cranberry in the order named. In patterns, the 
open and closed toe styles were about evenly matched. 
Patterns with both open toe and open heel were 


second.” 
— .* .* 


CURTIS SHOE STORE 
BOSTON, MASS. 

“Sales of women’s shoes during the week preceding 
Easter showed a gain of 13 per cent over the same dates 
lust year. Sixty-four per cent of all shoes sold were 
black—patent and combinations of patent with gabar- 
dine accounting in themselves for 20 per cent of total 
sales. Thirty per cent were blue and 6 per cent 
japonica. Open toe models were well accepted, account- 
ing for about one-third of total sales. The remainder 
were closed toe styles. Sandal types, including the open 
toes, were strong.” 

STERLING SHOE STORE 
BOSTON, MASS. 

“April lst was the biggest day this store has had in 
its entire three-and-one-half-year history. Sales totals 
for the period preceding Easter were definitely larger 
than for the same period last year. 

“Blacks and blues sold about on an even basis. 
Japonica and the red family were second and also sold 
about equally. Japonica is expected to increase as the 
weather grows warmer and should sell well just before 
the opening of the white season. 

“Stylefully staple patterns with closed toes and heels 
far outsold the novelty patterns. Open toe models came 
in second. There was definite resistance to the open 
heel models.” 

WALK-OVER STORES 
CHICAGO, ILL. 

“Pre-Easter business at the Walk-Over stores in the 
Chicago area was most satisfactory and encouraging,” 
Carl Fliesbach, manager of Walk-Over stores in this 
area, reports. “Taken as a whole, our stores showed 
more than a 20 per cent increase over last year’s sales. 
Our heaviest business was done during the week pre- 
ceding Palm Sunday and the earlier part of Easter 
week, indicating that the woman who buys the higher- 
priced shoe for her Easter outfit isn’t a last-minute 
shopper. Sales were fairly evenly divided between black 


‘patent and blue. The light tans and wines also showed 


a lot of life.” 
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P. M. McMinn to Cover Coast 


New York—P. M. McMinn, of 809 
West 93rd St., Los Angeles, Calif., has 
recently been appointed sales represen- 
tative of Julius Altschul, Inc., New 
York, manufacturers of children’s and 
girls’ turns and welts, to cover the en- 
tire Pacific Coast. 

Mr. McMinn will carry the entire 
Altschul line in his territory where he 
has had long experience in handling 
juvenile footwear. 





New Men’s Store in Detroit 


Detroit, MicH.—Bosau’s Shoes is a 
new firm recently established here at 
162 Bagley Avenue, in Detroit’s exclu- 








DATES TO REMEMBER 


Buffalo Shoe Style Show, Buffalo, New 
ce eee April 23, 24, 1939 


Monthly Shoe Buyers’ Days, Shoe 
Travelers Association of A ete 
Morrison Hotel, Chicago, Ill. 

April 24, 25, 1939 

Fall Opening Shoe Fashion Guild of 
America, Hotel Biltmore, New York 

May 9, 10, 1939 


South Atlantic Shoe Show, ~ 
Charlotte and —_ Charlo 
SED. ake dave .-May 15, 16; In. 1939 
Annual ake Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, Ill. 
May 21, 22, 1939 
Southwestern Shoe Travelers Associa- 
tion Style Show and Market Season, 
Adolphus Hotel, Dallas, Texas 
May 28, 29, 30, 31, 1939 
20th Annual Boston Shoe Fair, Hotel 
Statler and Parker House, Boston, 
BEG chek: . chan eded June 5, 6, 7, 8, 1939 


Midwest Shoe Fair, Netherland Plaza 
Hotel. Cincinnati, Ohio 
Jane 11, 12, 13, 1939 
lowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
BD 6 sds / eetaree< June 11, 12, 13, 1939 


Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif 

June 1, 13, 14, 1939 

Annual Convention, Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 18, 19, 20, 1939 


Michigan Summer Shoe Fair, Pant- 
lind Hotel, Grand Rapids, Mich. 
June 25, 26, 27, 1939 


Pennsylvania Shoe Travelers Associa- 
tion Tri-State Shoe ht William 
Penn Hotel, Pittsburgh, P. 

July 9. 10, 11, 1939 


Charlotte Shoe Show, Hotels Char- 
lotte and Selwyn, Charlotte, N. C. 
July 9, 10, 11, 12, 1939 
Atlanta Shoe Fair, directed by Robert ° 
Levine, Hotel Henry Grady, At- 
BON, Ty oc cccceces July 9, 10, 11, 1939 


National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

July 24, 25, 26, 1939 

Annual Convention New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 

September 10, 11,.12. 1939 

Official Opening of American Leathers 
and Style Conference for Spring. 
Se Waldorf-Astoria ag 9 New 
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sive downtown shopping center. Mem- 
bers of the firm are William E. Taylor 
and Virginia M. Phillips, who have been 
associated with the shoe business in 
Cleveland, Erie and Pittsburgh for a 
number of years. 

This is one of our most modern up- 
to-date stores in equipment and fur- 
nishings. Store specializes in men’s 
shoes in price ranges of $6.50 to $8.50. 






Are You Going to 
The New York World’s Fair? 


You'll want to see, in the Incubator Build- 
ing, the display of Mrs. Day's Ideals for 
all stages of babyhood—from fabrics to 
flexible walking shoes—from 0 to 8. You'll 
appreciate this publicity as a sales-building 
asset—want to tie in with it. And while 
in New York plan to visit our office at 7! 
West 35th Street. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 











New Shoe Company 
In St. Louis District 


St. Louis, Mo.—The St. Louis dis- 
trict’s most recently organized shoe 
manufacturing enterprise, the Bour- 
beuse Shoe Company with a factory 
at Union, Mo., recently started cutting 
its first shoes. 

This new concern is making a line 
of high style shoes for women to retail 
at $5.00. Plant capacity at the start is 
800 pairs daily, with the possibility of 
expanding to 2000 pairs per day. 

The corporation, with an authorized 
capital of $100,000, was organized by 
Edward C. Neunuebel, Andrew B. 
Browne and Charles Jannings. All are 
well known in the St. Louis district, 
the two former having been identified 
with the style and pattern business for 
the past fifteen years. 

Mr. Neunuebel’s most recent connec- 
tion was with the Kane, Dunham and 
Krause organization whose line he 
styled and sold to the local trade. He 
will continue to be identified with that 
part of the business. 

Mr. Browne recently resigned from 
Browne-Tilt, Inc., a pattern company 
he helped found four years ago. 

Mr. Jannings, although primarily a 
western shoe maker, is very well known 
in the East where he made shoes for 
many years. Of his 35 years in the 
shoe business, the past five were spent 
superintending the Hamilton Brown 
Union Factory. 
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T.C.C.A, to Distribute 
Royal Color Book 


New York—The Textile Color Card 
Association, it was announced today by 
Margaret Hayden Rorke, managing di- 
rector, has been appointed by the 
British Colour Council as the sole 
authorized distributor in the United 
States and Canada of the Royal Colour 
Book, containing the colors selected and 
approved by Her Majesty Queen Eliza- 
beth of England for the British Colour 
Council as the colors to commemorate 
her visit to the United States and 
Canada. 

The Royal Colour Book, a de luxe 
edition, it was explained by Mrs. Rorke, 
will be an attractive souvenir of the 
Royal visit, as well as illustrating the 
two colors, named by Her Majesty, 
“Regina Blue” and “Mayflower Lilac.” 

Inside the book will be three tones of 
each of two colors, and the colors will 
be shown in silk and wool. Harmoniz- 
ing colors in leather for shoes and for 
gloves, also colors for silk hosiery will 
be shown. 

On the cover of the book will appear 
Her Majesty’s Cypher over the word- 
ing, “Royal Colours.” The book will 
also carry the statement that “Her 
Majesty the Queen has been graciously 
pleased to select and give approval to 
these correlated colours and colour 
names for the British Colour Council.” 

The Royal Colour Book is ready for 
distribution and can be secured from 
‘the Textile Color Card Association, 200 
Madison Avenue, New York City. 


J. P. Schnitzer to Cover 
Metropolitan N. Y. 


LANCASTER, Pa.—J. Paul Schnitzer, 
Who for the past two years has been 
connected with the home office of the 
Shoe Products Section of the Industrial 
Division of the Armstrong Cork Com- 


Shoe Production Shows Gains 


PRODUCTION OF BOOTS, SHOES, AND 
SUPPERS, OTHER THAN RUBBER 
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Washington, D. C.—Total production 
of footwear in factories reporting for 
February, 1939, indicates an increase of 
4.8 per cent over the preceding month, 
January, and of 15.9 per cent over Feb- 
ruary a year ago, according to the latest 
figures released by the Department of 
Commerce. In the two-month period, 
this year, total production of footwear 
showed a gain of 22.6 per cent or 
12,680,933 pairs. 

Women’s shoes were the only line to 
show a gain in February over January 
with an increase of 1,394,757 pairs. 
Men’s dress shoes showed a decline of 
58,302; men’s work shoes, 172,489; 

” and boys’, 111,965; misses’ and 
children’s, 44,921, and infants’, 56,492. 

In the two-month period January and 
February, inclusive, men’s dress shoes 
showed a gain of 25.2 per cent; men’s 
work . 36.2 per cent; women’s, 
33.3 per cent; youths’ and boys’, 24.5 
per cent; misses’ and children’s, 39.4 
per cent, and infants’, 34 per cent. 





pany at Lancaster, Pa., has been as- 
signed to sales work in metropolitan 


New York. Mr. Schnitzer will handle 
Armstrong’s full line of shoe products, 
calling upon manufacturers and the 
shoe findings trade, working from Arm- 
strong’s New York office at 295 Fifth 
Avenue. 


McDonald Opens Family Store 
In Ashland 


ASHLAND, Wis.—J. B. McDonald re- 
cently opened a new family shoe store 
here to be known as McDonald’s Brown- 
Bilt Shoe Store. The new store is com- 
pletely modern in every respect and 
designed to give a streamlined effect. 
The color scheme of the interior is buff 
and green, carried further in the up- 
holstering of the modern chrome steel 
fitting chairs. 

Al Gisen of Duluth, has been secured 
by Mr. McDonald to act as manager of 
the store which, in addition, will have 
a staff of four regular employees. 

Tom Curtis, field man for the Brown 
Shoe Co., and Brad Colbert, represen- 
tative of the company, were in atten- 
dance at the formal opening of the new 
shop, which enjoyed a “full house” on 
its opening day. 


To Offer Shoe Fitting Courses 


BeLoit, Wis.—The Vocational School 
here is planning to offer a short course 
in advanced methods of shoe fitting at 
night school for adults in the shoe re- 
tailing business under the instructor- 
ship of Elmer Ortman, shoe designer 
for the Freeman Shoe Corp. 

The course will include the develop- 
ment of the human foot, relation of 
lasts to proper shoe fitting, shoes, mod- 
ern scientific fitting and better retail 
selling. A somewhat similar course was 
offered last year at the University of 
Wisconsin extension division in Mil- 
waukee. 
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Dancing Shoes and Taps 

















PROFESSIONAL TAP DANCE SHOE 







DAVID T. NATHAN 
138 Lincoin S#., Boston, Mass. 
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' Smash-hit sales 
Promotions 
Cancellation stores 
Outlet stores 

' Every Pair Fresh, Perfect and Timely 


BARIS SHOE CO.., Inc. 
New York City 


79-81 Reade St. 
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Sheridan Named Shoe 
Manager 


Provipence, R. 1.—Philip Sheridan, 
prominent in eastern and central shoe 
retailing, has become manager of the 
men’s, women’s, children’s and base- 
ment shoe departments at the Callen- 
der, McAuslan & Troup Company, 
commonly called the Boston Store. The 
only exception to the entire shoe busi- 
ness of the store is the Red Cross Shoe 
Department, which is under separate 
management. 

Mr. Sheridan assumes management 
of the basement section, which has pre- 
viously been operated as a Schiff unit. 
This division will feature a popular- 
priced line of shoes retailing from one 
to three dollars, and will be very ac- 
tively promoted, according to Mr. Sher- 
idan. 

Mr. Sheridan has previously been 
associated with the Jones Store in 
Kansas City, Mo., and McKelvey’s at 
Youngstown, Ohio. He succeeds John 
Manning, who has been in charge of 
the departments, with the exception 
of the basement section, for many 
years. 


Freeman Holds General 
Sales Meeting 


BELoir, Wis.—The entire sales staff 
of the Freeman Shoe Corp., here, was 
present at a general sales meeting and 
presentation of the new Fall line re- 
cently. These men will all be back on 
the road with the new line very short- 
ly, according to a statement by Max 
Carroll, advertising manager for the 
firm. 


Mitchel Named Falk Director 


Boise, IpanHo—S. R. Mitchel was re-. 


cently promoted as one of the direc- 
tors of the Falk Mercantile, here. Five 
years ago Mr. Mitchel came to Falk’s 
as manager of the main floor shoe de- 
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ON THAT NEXT ORDER 


for nap-sueded shoes . . . because 
RUFFIT is right. Your customers 
will agree that Ruffit's 30 authen- 
tic colors . .-. aniline dyed and 
colorfast . . . exactly meet their 
ideas of good looks and economy. 


SLATTERY BROS. 
TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 











partment, later taking on the basemen! 
shoe. section, then in connection with 
his other duties, was promoted to buyer 
and manager of the shoe, hosiery, and 
underwear dept. In 1938: he was ap 
pointed shoe buyer for the three Idaho 
Falk stores. He makes two trips 4 
year to the Eastern shoe markets. 

Mr. Mitchel says the shoe business 
in Boise is decidedly on the up-grade, 
and their own sales averaging better 
than 20 per cent over the same time 
last year. 


Hendricks’ Opens New Shop 


BocaLusa, La.—D. R. Hendricks op 
ened a new exclusive shoe store here 
known as Hendricks’ Bootery, located 
at 411 Columbia Road. He is featuring 
ladies’ and men’s shoes and aiso will 
carry a line of hosiery and bags. Chil- 
dren’s shoes will be added later. 










Correction 


Through an error in the cut used in 
the advertisement of the Virginia Shoe 
Co., appearing on page 34 in the Apri! 
1 issue of the Boor AND SHOE RECORDER, 
the words “Junior Welt” were left in 
under the trade name “Powhatan.” The 
Virginia Shoe Co. would like it known 
that their Powhatan shoes for children 
and misses are genuine Goodyear we!ts 
throughout the line. 
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T. H. Young Named 
U. S. Rubber Ad Director 


New York—Thomas H. Young has 
been appointed Director of Advertising 
for the United States Rubber Com- 
pany, succeeding Walter Emery, who 
will take over the duties of economist 
for the company. 

Mr. Young has been engaged in sales, 
sales promotion and advertising work 
for the United States Rubber Company 
since 1916. 


Detroit Shoe Men 
Elect Officers 


Detroit, Micu.—The Detroit Retail 
Shoe Dealers’ Association, following a 
dinner at the Commodore Club, re- 
cently, held its annual election of of- 
ficers and directors. 

President David Lieberwitz turned 
the meeting over to John Temple, who 
served as chairman. The following of- 
ficers were elected: president, Glenn J. 
Buell, R. H. Fyfe Co.; vice-president, 
John Temple, J. Temple Shoe Company 
(re-elected) ; secretary, Mike Harris, J. 
L. Hudson Company; treasurer, Adolph 
Goetz, Russek’s. 

New directors elected to serve for 
two-year terms were: Guy L. Dixon, 
J. L. Hudson Co.; David Lieberwitz, 
David’s, Inc.; Clyde K. Taylor, Rack- 
ham Shoe Co.; J. D. McPherson, Tread- 
easy Shoe Shop. 

Much enthusiasm and interest in as 
sociation activities was shown by those 
in attendance at the meeting. 


Marcy Appointed Given 


Manager 

ALBUQUERQUE, N. M.—Clayton 
Marcy, who comes to Albuquerque from 
Globe, Ariz., has been appointed man- 
ager of Given Bros. Shoe Store to suc- 
ceed Walter J. Kavanaugh, who re- 
cently resigned. Mr. Marcy, prior to 
managing the Given Bros. Store at 
Globe, was a shoe store manager in 
New York. 


Opens New Shoe Departments 


ScHENECTADY, N. Y.—J. T. Huff, 430 
State Street, for many years operator 


Trade Literature 


Evans Issues Memobook 


John R. Evans & Company, of Cam- 
den, N. J., tanners of glazed kid, 
grained kid, suedes and linings, issue 
each month an attractive memobook 
with a page for each day in the month 
and a calendar for the year on the in- 
side front cover. Each page also car- 
ries an apt quotation from some fam- 
ous writer or man in public life. The 
booklet forms a clever little advertis- 
ing stunt and at the same time serves 
a useful purpose for many a shoe man. 


New Bates Catalog 


Bates Shoe Company, manufacturers 
of men’s shoes with factories at Web- 
ster, Mass., have issued an interesting 
catalog of In-Stock shoes featuring 
their various lines. In addition to 
handsome illustrations of the shoes 
themselves in natural colors, the cata- 
log also contains photographs of shoe- 
makers in the factory performing vari- 
ous operations in connection with the 
construction of Bates shoes. A beauti- 
ful photographic cover design enhances 
the attractiveness of the book, which 
is 8% by 11 inches in size and beauti- 
fully printed on heavy coated stock. 


World’s Fair Leather 
Promotion 


Boston, Mass.—In its latest color- | 
ful piece of direct mail advertising, the | 


American Hide and Leather Company 
cleverly takes advantage of the World’s 
Fair by coining the slogan, “The 
World’s Fairest Walk In Rosebay Wil- 
low Calf.” The folder contains illus- 
trations of ten new styles for Fall and 
Winter and discusses the style trend. 





of shoe departments in W. M. Whitney 
& Co., Albany, N. Y.; W. W. Mertz Co., 
Torrington, Conn., and Holzheimer & 
Shaul, Amsterdam, N. Y., has given up 
the Luckey-Platt department in Pough- 
keepsie, N. Y., and has added the Up- 
To-Date Co., Inc., in Poughkeepsie, also 
The Carl Company in Schenectady, 
N. Y. 








TRIPLE 
YOUR MONEY 


in June! 


Buy your Fall and Win- 
ter shoes at the Boston 
=. 


Stay and “ie New Eng- 
land’ s unsurpassed vaca- 
tion facilities. 


o 
Visit the New York 
World's Fair on the way 
home. 


ONE TRIP — ONE FARE 
THREE 
OPPORTUNITIES 


JUNE 5 to 8 
HOTEL STATLER 








ALL-LEATHER COUNTERS 


STAND ABUSE / 





POLL-PARROT SHOES 


"Ais Good As They Look” 


Just a plain statement of fact about Poll- Parrots 


- but think what it means...Their hidden 


qualiey as — as their epparent style and 
.. their wearability and d 








Soles and Heels 





METAL FLEX and LITHOX 
Soles and Heels 
De Not SPREAD, CURL, or BULGE 
Demand growing daily 
Order today 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 











St. Louis Jobs 


SECURE REESE IE Serine: 
We mean it -- 
never before 


such values 


@ The largest selection of can- 
cellations, jobs and samples 
from the better St. Louis 
factories—(men’s, women’s, 
children’s). Current styles. @ 
All top-notch values and 
styles that will enable you to 
make LONG PROFITS. 


"Ask the St. Louis factories" 
M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 
“While in town see Weil" 














Opens New Shoe Shop in True 


Western Atmosphere 


Santa Fe, N. M.—Mac Feldhake, 
formerly connected with Pflueger’s 
Shoe Store, here, recently opened a new 
shoe shop in this city in a site that is 
unusual, to say the least. The shop is 
located in a century-old adobe building 
at 114 Don Gaspar Avenue, which has 
in turn been a jail, a saloon and a gam- 
bling resort in days gone by, where 
more than one chance-taker who was 
slow on the draw, forfeited his life. 

The store space has been arranged 
to afford facilities for the most modern 
methods of shoe and hosiery merchan- 
dising. All of the stock is kept in the 
rear, leaving the front portion, with 
its attractive aspen-pole ceiling, for use 
solely as a fitting room, furnished so 
that the patrons may relax comfort- 
ably while making their selections. The 
display windows, too, lend themselves 
well to the latest manner of exhibiting 
hosiery and footwear, a simple but ef- 
fective showing of but one style at a 
time. 

And so the heavy walls of this build- 
ing, which have heard the crash of 
gunfire and the click of the roulette 
wheels, now houses an up-to-date foot- 
wear establishment. 
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Obituaries 


George M. Peabody, Chairman 
Of E. E. Taylor Corp., Dies 


Boston, Mass.—In the death of 
George M. Peabody, Chairman of the 
Board of the E. E. Taylor Corporation, 
the shoe industry has lost one of its 
ablest executives and one of its most 
popular members. Mr. Peabody, who 
was 61 years of age, died at St. Peters- 
burgh, Fla., on April 4, and funeral 
services were held at his late home, 950 
Metropolitan Avenue, Hyde Park, on 
Saturday, April 8. 


GEORGE M. PEABODY 


Mr. Peabody, who was born and edu- 
cated in the Hyde Park section of 
Boston, had been connected with the 
shoe industry for forty-five years, hav- 
ing started as an office boy with Wal- 
ker, Taylor and Company, which had 
its factory in Brockton and offices in 
Boston and which was controlled by 
Mr. Peabody’s uncle, Edward E. Tay- 
lor. Subsequently the name of the com- 
pany was changed to the E. E. Taylor 
Corporation and Mr. Peabody, having 
proved his ability as a progressive 
leader with a thorough knowledge of 
every division of the business, was 
made president and treasurer in 1915 
following the death of his uncle. 

This position he held for twenty- 
three years, at which time he resigned 
as president, was elected chairman of 
the board and was succeeded as presi- 
dent by his son, Millard S. Peabody. 

Mr. Peabody’s summer home was in 
Hingham, where he was a member of 
the Hingham Yacht Club and the Crow 
Point Golf Club. He is survived by his 
widow, Mrs. Emma L. Peabody; two 
sons, Millard S. and Edward T. Pea- 
body, who also is connected with the 
E. E. Taylor Corporation; and two 
daughters, Mrs. William (Ruth Pea- 


IN STOLK PRE WELT S 
Sizes 2 to 8 





| Style 538—Patent Leather 
| Style 539—White Elk 


Make Elam's your year round 
dependable source for a well 
balanced stock of correct and 
appealingly styled shoes for 
youngsters. Write for catalog. 


F.S. ELAM SHOE CO. 








body) Carter of Needham, Mass., and 
Mrs. Irving (Marjorie Peabody) Car- 
ter of Southport, Conn. 


Mark Elkin 


PHILADELPHIA, Pa.—Mark Elkin, 
founder of the shoe firm of M. Elkin & 
Company, died Friday, March 31, 1939, 
in Los Angeles, Calif., where he has 
made his home for the last four years. 
He was 85 years old. 

Mr. Elkin also served as treasurer of 
the Newton Elkin Shoe Co. which is 
now headed by his son. He was the 
first women’s shoe manufacturer in the 
United States to have his own retail 
store but has been retired from active 
business for the last 15 years. He was 
a member of the Elks and the Masons. 

Surviving him are his widow, Jenne 
O.; a daughter, Mrs. S. M. Smith of 
New York; three sons, Mannie and 
Paul, of New York, and Newton. Inter- 
ment was in Mt. Sinai Cemetery, Phila 
delphia. 


Mrs. Ethel Julia Abrahamson 


Superior, Wis.— Mrs. Ethel Julia 
Abrahamson, 45, wife of August G 
Abrahamson, local shoe dealer, died 
March 20 at a Duluth, Minn., hospita! 
following a brief illness. Besides her 
husband, Mrs. Abrahamson is survived 
by a daughter, her mother, four sister 
and seven brothers. 
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GENUINE 
MOCCASIN 


AT ONCE DELIVERY 


CAN YOU BEAT THIS PRICE? 


@ Brown Retan or 

@ Eskimo Calf Uppers 

@ Oil Treated 

@ Rubber Orthopedic Sole 
@ One Piece Upper 

@ Rawhide Lace 


15 Styles 
IN STOCK 


Send for New 
SPRING CATALOG 





| CONTINUED FROM PAGE 36] 


from the day he arrived in Bing- 
hamton with eight cents in his 
pocket to today, when his shoe fac- 
tories employ 20,000 workers for 
whom $15,000,000 has been spent 
for recreation and health and living 
purposes. 

He described how Mr. Johnson 
came into the boot-making business 
as a boy of 13, working in a dingy 
cellar in Ashland, Mass., with the 
job of chopping up old boots. 
When he went to Binghamton it 
was by mistake. 


Foreman at 21 


Lester Brothers there had written 
“Mr. Johnson” that there was a 
post open as boss of the treeing 
room. The letter was intended for 
George’s father, but it was George 
who got it and he applied for the 
post. 

Just over 21, George had a hard 
time convincing the factory man- 
agement that he was competent to 
handle the assignment, but he was 
a persuasive talker and he got the 
job. 

The 1893 panic put the business 
in the hands of Henry B. Endicott, 
a creditor, and George F. Johnson 
was put in charge. 

In 1899, Mr. Johnson proposed 
that half the business be sold to 


him. Endicott was willing to sell 
for $150,000 and as part of the 
transaction, Mr.. Johnson was to 
pay for the $150 worth of war tax 
stamps on the papers. He didn’t 
even have the $150, Mr. Babcock 
related, but Endicott, by this time 
thoroughly sold on his young man- 
ager, took his note. 


Employee Benefits Extended 


From that time forward the busi- 
ness prospered and as profits 
mounted, Mr. Johnson extended his 
employee benefits. Johnson work- 
ers had the eight-hour day before 
many other industries, Mr. Babcock 
reported. They had and have their 
own homes, sold to them at cost 
with only a small interest charge 


on unpaid balance. They have hos- 


pitals and 55 doctors, and recrea- 
tion spots and restaurants and they 
have received $13,000,000 of the 
profits of the business—a 50 per 
cent split of all profits. 

Concluding his account of the 
rise of his employer to business 
and humane leadership, Mr. Bab- 
cock reported that the medal and 
scroll which he received for his em- 
ployer will be presented to him in 
person when he arrives in Bing- 
hamton from his Florida stay on 
April 17. 


| 
| 


George F. Johnson Awarded Gold Medal | 


for Humanizing Business 








en@STITUTE fy, 


iS A NATURAL 
SUBSTITUTE 


for leather sock linings. . . . 
scientifically manufactured 
of leather and other strong 
fibers . . . has a beautiful, 
durable, leather-like finish 
. .. does not wrinkle, curl or 
crack... is available in 
rich, authentic colors that 
match the current upper 
leathers. Insist on this qual- 
ity substitute for leather 
sock linings . . . your shoes 
will look better... sell 
better. 


PROSPECT MILLS CORP. 
15 Chestnut St., Cambridge, Mass. 





Burt’s Doubles Store Space 


DALLAS, TeEx.— Burt’s Shoe Store, 
1508-10 Elm Street, has doubled its 
facilities to serve its patrons. The ad- 
joining storeroom was secured and the 
company moved in recently. Carpets 
were laid, fixtures installed and addi- 
tional salespeople added. Roy Heydel 
is manager of the store. 


David B. Eisendrath Marries 


MILWAUKEE— Mrs. Edward Ear! 
Parkinson has announced the marriage 
of her daughter, Catherine Eleanor, to 
David Benjamin Eisendrath. 





[52] 
Institutional Ads Introduce 
Spring Promotion 

BINGHAMTON, N. Y.—If residents of 
Binghamton were not already ac- 
quainted with the merits of Hills Mc- 
Lean & Haskins’ shoe department, they 
bad the details brought to their atten- 
tion forcefully during that store’s 
Spring shoe promotion held last week. 

“McLean’s will sell 25,000 pairs of 
shoes in 1939,” read one of the siz- 
able advertisements. The announcement 
pointed out that the main shoe depart- 
ment carries four brands of shoes in 
51 styles, 10 materials and nine colors 
besides black. It assured customers 
that seven full-time shoe fitters await 
them, that 36 comfortable chrome-and- 
leather chairs are provided for their 
use, and that X-Ray equipment guar- 
antees a correct fit. 

Newspaper advertising was sup- 
ported by comprehensive window dis- 
plays exhibiting all lines of shoes car- 
ried. These comprise ladies’, misses’ 
and children’s. Two large show win- 
dows and five smaller ones were pressed 
into use during the greater part of the 
promotion. Hosiery was heavily fea- 
tured in all displays and advertising. 
No price concessions were offered, 
quality and style being stressed. 

L. E. Weaver, shoe department man- 
ager, reports that during the past 
month business has been running 
slightly under the corresponding pe- 
riod of last year. Unfavorable weather 
conditions are held to be chiefly respon- 
sible. Easter trade in Binghamton this 
year is late in starting. Mr. Weaver 
notes a decided trend toward shoes 
with open toes and heels. 


Popular Price Promotion 
Is Volume Builder 


St. Louis, Mo. — Boyd-Richardson’s 
reports unusual success with an early 
Spring sale of “popular-price promo- 
tions,” through Buyer Harvey Kopp. 
All shoes in the men’s department dur- 
ing March were laid out in an unusual 
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“trade-up” display system, beginning 
with prices at $1.95, then $2.95, $3.95, 
then so on up to $8.95. This sale covers 
both sports and dress models, with a 
good representation of pre-Summer 
brown and whites in crepe soles. 

All customers who bought during this 
period were traded up in price, in order 
to establish some of the store’s better 
lines. Mr. Kopp believes that the aver- 
age person who buys a low-priced shoe 
never asks to see anything better, but 
by placing them side by side he can 
see for himself what difference a single 
price step can make. The idea caught 
on immediately with the majority of 
Spring customers, and brought almost 
every sale up into a much better price 
range than could otherwise be accom- 
plished. 

The graded-price idea was featured 
in the store windows, so that the aver- 
age passerby immediately understood 
it, and Boyd’s got an excellent number 
of impulse sales from it. 


C. & E. Shoe Jobbers 
Organized 

INDIANAPOLIS, IND.—The C. & E. 
Shoe Jobbers, Inc., has been organized 
and incorporated to engage in the 
wholesaling and retailing of shoes. 
Capitalization is 100 shores of stock 
at $100 each. Incorporators are: Wil- 
liam Epstein, A. H. Friedman and Lil- 
lian Epstein. The resident agent is 
Lillian Epstein, 1808 College Avenue. 


Remodel Shoe Department 


TurTLE Creek, Pa—I. Fineman & 
Company, department store operators, 
have recently remodeled their shoe de- 
partment. B. Fineman, merchandise 
manager in this department, has for 
some time felt the need of increased 
space. The new department now gives 
him considerably more space. The 
stocks have been widened and expand- 
ed. New and more comfortable chairs 
have been installed. Mr. Fineman is 
ably assisted by Mr. Kramer. 


Shoe Store in Community 


Style Event 


Hammond, Inp.—The local Wise 
Shoe Company here recently cooperated 
with a community style event. Shoes 
were furnished for a fashion show 
given at the Parthenon theater, spon- 
sored by the Nagdeman company. Ap- 
pearing as models were 14 girls from 
Hammond’s seven sororities. 


Douglas Opening New Store 


TRENTON, N. J.—The W. L. Douglas 
Shoe Co. has leased a store at 84 East 
State Street for occupancy as soon as 
alterations are completed. 


Few Demands for 
Business Loans 


LOUISVILLE, Ky.—Lack of demand for 
business loans is one of the most dis- 
couraging aspects of the present Na- 
tional and local business picture, Wil 
liam B. Harrison, president of the 
Louisville Industrial Foundation, said 
Thursday night in a talk before the 
Louisville Junior Board of Trade at 
the Pendennis Club, in outlining th: 
functions of the foundation. 

Mr. Harrison described the organi- 
zation of the foundation 23 years ago 
and said the sound principles laid down 
by the original board of directors hav: 
been its mainstay, while other such 
organizations in various parts of the 
country have fallen. He described pro- 
cedure involved in locating industries 
here, helping them financially, and the 
like. 

Although 1938 progress by the foun- 
dation is “under some question,” Mr 
Harrison said, the fact is that it was 
financing 15 organizations which em- 
ployed 1,605 persons and had an annua! 
payroll of $1,544,564.86. The organi- 
zation has been “actively, at least 
partly if not wholly, responsible for 
locating 49 industries here which are 
still in existence,” Mr. Harrison 
pointed out. 
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Increasing Taxes 
Stumbling Block 


[CONTINUED FROM PAGE 32] 


tories, tax-sold farms and hence in 
hordes of the hungry tramping the 
streets and seeking jobs in vain. Our 
workers may never see a tax bill, but 
they pay in deductions from wages, in 
increased cost of what they buy or in 
broad cessation of employment. There 
is not an employed man, there is not a 
struggling farmer whose interest in 
this subject is not direct and vital. If, 
like a spendthrift, the government 
throws discretion to the winds, is will- 
ing to make no sacrifice at all in its 
spending, extends its taxing to the limit 
of the people’s power to pay and con- 
tinues to pile up deficits, it is on the 
road to bankruptcy.’ 

“When public officials brag about the 
inerease in public revenues,” Mr. Rand 
went on to say, “they are boasting of 
the amount that has been taken from 
the pockets of the citizens; for all pub- 
lic revenue comes from _ individual 
effort. 

“Tt is your duty and mine to arouse 
public sentiment to a point where it 
will demand a reduction in the cost of 
government,” he added, “so that our 
people may be able to buy and enjoy 
a larger share of the things they create. 

“Reducing the cost of government, 
federal, state and municipal, is not a 
political question about which disagree- 
ment can arise along party lines—it is 
an economic necessity on which all of 
us can agree and should work to make 
it a reality—not a theory.” 

Mr. Rand then continued by tracing 
the history of the shoe industry in St. 
Louis. 

“The first shoe factory equipped with 
machinery in St. Louis was established 
in 1866 by Capt. L. C. Brolaski,” he 
said, “but closed with the panic of 1873, 
and it was not until the ’80s that St. 
Louis again began to manufacture shoes 
in a small, but permanent way.” 

He described the evolution of St. 
Louis from a great shoe jobbing center 
for New England makers 40 years ago 
to today, when it is the largest shoe 
making city in the nation. 

The 86 shoe factories here, Mr. Rand 
said, employ 54,000 workers and pro- 
duce approximately 75,000,000 pairs 
annually. The pay rolls of the shoe fac- 
tories, he declared, are the largest in 
St. Louis, and in the city alone exceed 
annually the purchase price paid by 
Thomas Jefferson for the Louisiana 
Territory, from which have been carved 
eight entire states and parts of five 
others. 

In making a man’s high-grade shoe, 
he went on, there are 249 separate 
operations, of which 135 are major or 
highly skilled operations. 

In conclusion, Mr. Rand praised the 
honesty of retail merchants, pointing 
out that since the International Shoe 
Company was organized the company 
has sold retail merchants more than 
$2,000,000,000 worth of shoes, and the 





In Stock 


The younger miss appreciates style 
—but more than that, she is at 
the age when she demands free- 
dom for active play and shoes that 
can “take it.” 


MISS VIRGINIA shoes fulfill both 
requirements. Here are the dainty 
styles and fine detail that will win 
her heart, the fine materials, 
seuffless wood heels and bend 
soles that will give her the long 
service she requires. 


Patterns are tried and proved. 
Lasts are built for perfect fit, 
properly proportioned to give ut- 
most freedom, and special lasts 
have been constructed to give cor- 
rect fit to open toe styles. Mate- 
rials are destined to live a long 
and hard life; patterns are de- 
signed for the discriminating eye 
of this young customer. 


MISS VIRGINIA brings you all 
these features at PRICES scaled 
to appeal to her mother and to 
allow you a generous mark-up. 


CARRIED IN STOCK 
in many patterns in addition to 
the three shown here. Send for 
your copy of the MISS VIRGINIA 
catalog. 





Styleful Shoes at Little Prices 
MISS VIRGINIA SHOES 


TERMS 5%/30 DAYS 


Biike ‘DYirginia VIRGINIA SHOE COMPANY 
FREDERICKSBURG, VIRGINIA 


MANUFACTURERS 














losses from bad debts on the whole 
amount have been less than one-fourth 
of 1 per cent. 


Know Your Stock 
[CONTINUED FROM PAGE 21] 


ger,’ that we know it all now and can 
talk without ever listening. The pace 
is too fast for anyone ever to be able 
to say today that he knows it all, be- 
cause tomorrow something may come 
along that he does not know anything 
about. We in the shoe business 

to keep our feet solidly on the groun 
of sound basic stocks and our heads 
the clouds of ideas and promoti 
enthusiasm.” —_ 


Attend Free Sales School 


BEATRICE, NeB.—All the shoe sales- 
men of Beatrice have enrolled in the 
free sales school which the Beatrice Re- 
tail Association is sponsoring. The 
school runs for two weeks and the 
salesmen are given instruction on the 
proper methods to use in promoting 
sales. 

The school consist of a series of sales 
conferences held every evening during 
the two-week period. A second school 
is planned for April. 

Those attending classes are salesmen 
from men’s furnishing stores where 
shoes are sold, shoe stores, department 
stores where men and women’s shoes 
are sold. 
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Sted anu ffacer ex 








SALESMEN WANTED 


POSITION WANTED 


BUSINESS OPPORTUNIT) 








Our Southwestern territory, in Texas 
and Oklahoma, will be available for 
an experienced salesman of men’s 
shoes May 1, 1939. We can turn over 
a substantial amount of established 
business with a fine opportunity for 
the right man to increase it. He 
must be a resident of the territory. 
When writing give qualifications, 
amount of sales and_ references. 
Packard shoes retail from $5.00 to 
$8.50—70 styles carried in-stock as 
well as a long line of make-ups. 


M. A. PACKARD CO. 


Brockton, Mass. 








Old established sandal and slipper 
baggy sy concern, specializing 
a fast, highly styled, novelty line, 
pn representation in the Middle 
West. Also on the Pacific Coast. 
None other - producers of large 


sales need i apply. 
Address No. 208 sare BOOT & SHOE RECORDER 
39th New Y N. 





SALESMAN WANTED 
Tex., La., Miss., Ala., Ga., eouniest ve well 


known Children's _Welts, Compos ret 
$3-$4; Misses’ $455: 


\, 60 stock styles. Straight 
% D.A. Will employ only men 
now covering territory. 





Address No. 201, eare 
BOOT & SHOE RECORDER, 
239 West 39th Street, New York, WN. Y. 








LAs slipper manufacturer wap side line 
Dela on Vigginia, Wen "vireinia 
hn Ca th, Carol 


brian cshagton 
State f = — ress $191 
Bi9 “West 39th Street, New 


& 
York, =» 
sHont_« side line men’s hard sole leather 


and sheepskin slippers. 


ins 
Cammioston — he: full details, references. 
Address $204, Boot & Shoe Recorder, 


239 West 39th Street, New York, N. Y. 


FOR SALE 








OFFICE Manager — eg = —— neers 
ability—Fourteen reese exper leading 
Shoe Manufacturers. ele bk Would Tike 
position with future. Menken Goldin, 1518 
East 7th St., Brooklyn, New York. 





N°Ow employed but desires change. Will con- 
sider out of town Buyer’s or Managers 
position. Thirty years of age, 12 years’ exp. 
all phases dept. or store management, merchan- 
dising, window trimming, etc., specialty or 
family shoes, popular price or er-grade. Ref- 
erences. Address $2067, care Boot & Shoe 
ae r, 239 West 39th Street, New York, 





LINE WANTED 


QVANTED—Manufacturer’s line high —_ 
women’s Sport Oxfords—$3.00 retailers- 

up with in-stock department. Alabama, Missis- 
sippi and Louisiana. Am traveling above ter- 
ritory in car at present time and can produce 
volume with right line, to best paying accounts. 
Address $202, care Boot & Shoe Recorder, 239 
West 39th St., New York City, N. Y. 








ap fn age SHOE SALESMAN wants 
line of Men’s, Women’s and 

or either line for wy Caro- 

inas. ress 2209. care Boot Shoe 
eee. 239 West 39th Street, Nes York, 








FOR SALE 


HOE STORE. Fast town Lon 
Stat Gee Te ational advertised 
tw “Best location $6,000.00 cash necessary 

Shoe oe. 236 





Address £178, care Boot & 
West 39th Street, New York, N. 





BETTER grade Women’s and Men’s Shoe 
Store established forty years in city of 
over 200,000 located in Ohio. Excellent oppor- 
omy for hich grade man to derive a good 
livelihood. ar require $10,000.60 cash; bal- 
seco can be arranged. Address $205, care 

oot & a <1 239 West 39th Street, 
Ree York, N. Y. 





ay Shoe Store in town of over 45.009 
in state of West Virginia. Location 100%, 

modern front and up-to-date equipment. Excel- 

lent opportunity for individual to make a good 

livelihood. Will require $7 b 

dress £206, care Boot & Shoe 

West 39th Street, New York, N. Y. 








FOR SALE 
of sitopere i is pM and offers every- 
14 Men, < 3 Data, Plans, 
Goodwill. 
or Accounts. 
reasonably. 


GEO. N. COHEN 
81 Reade Street, New York City 











FOR SALE—Up-to-date shoe stock with fix- 
ber bow Railroad division. 


May, 204 West 
Broadway, Newton, Kansas. 


ESTABLISHED high grade shoe store in 
large city in New Jersey. Stock and mod- 
ern equipment can be very eneeaey. 
100% location. Excellent ovportunity. 

$203, care Boot & Shoe Recorder, 239° West 
39th Street, New York, N. Y. 








OFIT and opportunity unlimited on 
Price a method baby shoes inte 
Instructions 


Book and me 
very b_F Write— E. Watson, Belle 
fontaine, Ohio. 


HELP WANTED 


SUPERINTENDENT WANTED FOR 








H ECO EST 
STREET, NEW YORK, N 





We want to add two more men to a happy, 
successful sales organization. One for the 
Southeastern states and one for the lIowa- 
Illinois territory. If you are a good sales- 
man, honest, sober, and a hard worker, look- 
‘ng for a permanent location, write Mr. Scott, 
giving brief outline about yourself. 


SCOTT FOOT APPLIANCE CO. 
OMAHA, NEBRASKA 














WANTED TO PURCHASE 


L*FURER RESPONSIBLE SHOE MANUFAC 
NABLE TO 








RECORDER 
NEW YORK, N 


MERCHANTS’ NEEDS 











DETAIL YOUR SHOES 
40% More Styles in 


Window Without 
Cronding 


| For All 
Men's, Boys’ or 
j Aiea’ ! Shoes 


‘PAT. PEND. INVISIBLE 
Also Excellent Heel Rest—Display Shoes at 
All Angles 
Price—$2.50 Per Doz. Pairs 


GOODHUE & CO. 
18 DYSART ST., QUINCY, MASS. 











rate for “Position 


should be 
for all display 





charge, 75 cents. For all other classified 
box number is desired twelve words should be added for the address. In all other cases each word of the 


CLASSIFIED ADVERTISING RATES 
and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements word. Minimum charge, $1.25. 


the rate is 7 cents per 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
advance. 


Classified advertising is payable in 
5% Advertisements for this page must be in our New York office on Friday of the week preceding publication “™® 
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WANTED TO PURCHASE 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 











SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518! 








WE BUY 
Batire or ~ — Wholesale and 
Stocks. Also Branded Shoes such as 
ge Ao Florsheim, a Vital- 
tonians, Stetson, Red Cross, Nunn-Bush, Ete. 
IRVIN RUBIN 
“The House of Jobe” 


88 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
ot ae te ee = ate aie SC Gn 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














PATENT ATTORNEY 











Convalesces from Operation 


Detroit, Micu.—Arthur E. Victor, 
Detroit representative of Endicott- 
Johnson Shoe Corporation, is in Harper 
Hospital, where he underwent a serious 
operation, and is reported to be recov- 
ering nicely. 


Walter Davis 


New ORLEANS, La.—Walter Davis, 
55, vice-president and secretary of The 
Empecrium, women’s apparel store, at 
629 Canal Street, one of New Orleans 
best-known women’s shoe retailers, died 
at his home on April 4 of a heart at- 
tack following an illness of over three 
months. 

Born in Plaquemines parish, La., Mr. 
Davis came to New Orleans at the age 
of 10. He was educated in the public 
schools and entered the wholesale busi- 
fess with his brother, David M. Davis. 
About 16 years ago the brothers formed 
a partnership and established the store 
with which he was associated at the 
time of his death. 

Mr. Davis was active in social, civic 
and business circles, He is survived by 
his widow, the former Miss Irene Bein- 
stok of St. Louis; a son, his brother 
and three sisters, all of whom live in 
New Orleans. 


AAA SHOE TREES 


Will fit all sizes and widths of shoes 
with only five sizes—1 and 2 women’s 
3-4-5 men’s. 
Knob or Ring Handle 
$1.00 PER PAIR 


LAING, HARRAR & CHAMBERLIN 
43 N. 3rd ST. PHILADELPHIA 














ANDERSON 


ACE 
TREE 
Easy Easy 
to to 
Operate Sell 
g 


Self-Adjustin 
$ SIZES FIT ALL SHOES 
Send for 30-day Trial pair. 


A. R. ANDERSON & CO. 
Arlington, N. J. 








As Simple as a Calling Card 
[CONTINUED FROM PAGE 24] 


store moved again to 1121 Broadway, 
near 25th Street. It was in 1916 that 
the present store at 415 Fifth Avenue 
was occupied. In addition to this store, 
the firm now operates another at 575 
Madison Avenue, stores at Washington, 
D. C., and East Orange, N. J., and sea- 
sonal shops at Miami Beach, Fla., and 
Southampton, Long Island. 


Enlarge Women’s Department 


KEeNosHA, Wis.—Korf’s Sixth Ave- 
nue, Inc., has enlarged its women’s 
shoe department and is offering a com- 
plete line of nationally advertised shoes 
including Dorothy Dodd, Jacqueline, 
Vitality, Connie, Nature Poise and 
Paris Fashion. The refurnished de- 
partment is fitted with upholstered 
metal furniture and attractive carpet- 
ing. 


Concentrate on Women’s 


Apparel 

Wausau, Wis.—S & L Co. has elim- 
inated its men’s and boys’ departments 
and is now devoting its entire floor 
space for women’s and misses’ ready-to- 
wear, shoes and accessories. In the 
remodeled and rearranged store, the 
women’s shoe department, featuring 
Hollywood shoes, occupies nearly the 
entire length of one side of the shop. 


SHOE STORES 


CANNOT AFFORD TO BE WITHOUT 
ONE OR THE OTHER OF THESE 


SHOE STRETCHERS 


THEY STRETCH—THEY LENGTHEN—THEY 
EASE VAMPS—THEY LAST A LIFETIME 
SMALL AND COMPACT BUT PERFECT 
MANIPULATORS 








MAJOR TWIN STRETCHER 


working twe shoes at a time—even if they are of 
different size and kind—it renders double duty. 
The price complete including three pairs of Right 
and Left Lasts, Vamp Easers and Bunion Irons is 
$30.00 F.0.B. Philadelphia. Weighs 60 Ibs. 


A 


Made in U. 8. A. 


PARAGON STRETCHER 
COMPLETE WITH 3 LASTS 
VAMP EASER AND BUNION IRONS 
$15.00 F.0.8. PHILADELPHIA 


Order through your Findings Dealer or write te us 


Laing, Harrar and Chamberlin 
43 N. 3rd St. Philadelphia 

















Up the Avenues of New York 
[CONTINUED FROM PAGE 15] 


toward reptiles was noted in these 
brown shoes, in simple but rich pat- 
terns. 

Novelty heels were doing their bit 
to add to the interest of the day. They 
were not so conspicuous on Park Ave- 
nue because of the formal character 
of the clothes worn there. But among 
the Fifth Avenue thousands, where 
plenty of sports clothes were seen, it 
was obvious that trick heel shapes 
for walking types of shoes were defi- 
nitely going places. These sport shoes 
looked young and gay and new. (It was 
in shoes of this type that the russet 
family of colors was most important.) 

Platforms, as noted before, were in 
the picture, though not in any great 
number. They were worn by the 
glamorous debutante, Brenda Frazier, 
by others equally smart, and also by 
the rank and file. 





